PERIODICALS
WUSSELMAR LIBRARY
SLUFFTO

roadcasting:

'Oct21

~ Reaching over 117,000 readers every week ' 61st Year 1991
TELEVISION/ : RADIO/ 38 WASHINGTON /50 BUSINESS / 46
Networks jockey for HLT redefinition With Eckart on point, Unuwireds look for
prime position; Saturday could prove spur to cable rerequlations up side of down market,
kids fare out at NBC? radio marketplace unveiled in House Fifth Estate forecast

KSTP-TV's eye-opening portrait on the
roots of prejudice was so eye-opening
that the National Academy of Television
Arts and Sciences awarded it the 1990
Community Service Emmy Award.

/
51

:: o .;
Eye Eye is part of tubbard Bloml( asting's continuing commitment o

qualitly public aftairs programming.

ErEere bbbk bt o kk
#O09360BL74P MAY94 Hro. .
BLUFFTON COLLEGE

MUSSELMAN LIBRARY 734
BLUFFTON OH 45817



THE MEASU
OFF-NETW

RECORD INCREASES VS. LEAD-IN!

FULL HOUSE +33%
Married.. . With Children +18%
A Different World —10%

RECORD INCREASES VS. NOVEMBER SWEEPS!

FULL HOUSE +50%
Married...With Children +18%
A Different World +13%

RECORD INCREASES VS. MAY SWEEPS!

FULL HOUSE +50%
Married...With Children +18%
A Different World +13%
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Miller- Boyett

OOOOOOOOOOO



RES OF AN

ORK HIT!

RECORD HIGH TIME PERIOD PERFORMANCES!

Market Station  Time Performance
New York WPIX  6:00PM  Highest Share in 24 Sweeps!
Los Angeles KTLA  7:30PM  Highest Share in 11 Sweeps!
Philadelphia WGBS 7:00PM  Highest Share in 24 Sweeps!
SanFrancisco KBHK® 5:00PM  Highest Share in 18 Sweeps!
Washington  WTTG" 5:30PM  Highest Share in 7 Sweeps!
Detroit WXON 6:00PM |
Atlanta WGNX 6:30PM  Hi Share in 18 Sweeps!
Milwaukee WVIV  6:00PM  Highest Share in 23 Sweeps!
St. Louis KPLR 5:30PM  Highest Share in 10 Sweeps!
Phoenix KNXV  6:00PM  Highest Share in 12 Sweeps!
Indianapolis WTTV  6:00PM  Highest Share in 24 Sweeps!
Cincinnati WSTR  5:30PM  Highest Share in eeps!
Charlotte WJZY 5:30PM  Highest Share Since Sign-On
THE #1 NEW OFF-NETWORK
HIT OF '91-'92!

Source: NSV*ARB 9/23-10/11/91 vs.(Nov, Feb, May, July)

WARNER BROS.
DOMESTIC TELEVISION
DISTRIBUTION

A Time Warner Company

© 1991 Warner Beos, lac. Al Rights Reservad.
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23 / THOMAS
TAKES OVER TV

Of the commercial
networks, NBC News pre-
empted the most
programing—30.5 hours—
for the Clarence Thomas
confirmation hearings,
followed by ABC at 23

and CBS, 13. PBS scored big
with its 44 hours of
continuing coverage: it
averaged an 11.4/18 on
Oct. 13, four times its usual
prime time rating.

23 / AFFILIATE
RELATIONS UNDER
SCRUTINY AT (BS

Looking at a $100-

million-plus pre-tax loss for

the network in 1991, the

CBS affiliate advisory board
has agreed to form a

special committee to takea |
top-to-bottom look at the
network-affiliate |
relationship. Anticipated
changes include the

possibility that affiliates |
will acquire one or more

pieces of the network and
further reductions in the
compensation pool |

26 / SWEEP
STRATEGIES |

The networks have lined |
up specials, mini-series and
two-parters of regular

series for sweeps

programing, which begins |
Saturday, Nov. 2, ABC’s

efforts include the mini-

series Faise Arrest, starring |
Donna Mills and Robert

The reopened Clarence Thomas confirmation hearings hit com-
mercial, public and cable TV like a storm (page 23).

Wagner, and a two-part
Roseanne; CBS plans
another Classic Weekend
retrospective, this time
highlighting The Bob
Newhart Show, M*A*S*H
and, for the second time, The
Ed Sullivan Show; NBC

has hurricane-instigated cast
intermingling on Golden
Girls, Empty Nest and
Nurses, and Fox will air
two-part episodes of Roc and
Married...with Children.

27 / SHAKE-UP IN
BRITISH TV

Four incumbent
independent television
companies—Thames,

TVS, TSW and TV-am—lost
their franchises in a first-
time-ever auction for British
TV licenses. Decisions
were based on highest cash
bids made by applicants
who passed a “‘quality
threshold’” of program

and business viability; eight

CBS and affiliates review
‘partnership’ in light of
network’s impending $100
million loss. Options in-
clude affiliates taking an
equity piece of the net-
work (page 23).

awards went to under-
bidders when their high-
bidding competitors failed
to cross the threshold.

27 / WORLDWIDE
NETWORK BY FOX

News Corp.’s Fox unit
floated plans at MIPCOM
last week for an
international programing
network of Fox-produced

mini-series, movies and other |

big-event shows.
Programing would be
broadcast simultaneously,
and Fox would receive 50%
of the commercial
availabilities.

29 / INOUYE OPEN
TO AUCTIONS

Sen. Daniel Inouye
(D-Hawaii), chairman of

the Communications
Subcommittee, said he is
willing to consider legislation
approving spectrum

auctions. The Senate has
delayed voting on a plan

to transfer 200 mhz of
government-controlled
spectrum to the private sector
so that it can study the
feasibility of using auctions

|

in place of lotteries.

29 / NAB OPPOSES
CROSSOWNERSHIP

In a rare taking of sides in
a disagreement among its
members, NAB has joined
network affiliates and
independent broadcasters
in their opposition to repeal
of the FCC’s broadcast-
cable crossownership ban.
The comment period has
been extended to Nov. 21.

31 / PRIME TIME
SHUFFLE

CBS has announced
adjustments in its new season
schedule in an effort to
boost its Friday night
showing, NBC has

tinkered with Friday and
Sunday, Fox has juggled
Friday and Saturday shows
and ABC may soon follow
suit to shore up Wednesday.
Trips to the shelf are
underway as well: NBC has
revived Matlock and plans
to bring out Hot Country
Nights, Get a Life gets a
new one on Fox and CBS
may soon unveil the
animated Fish Police.

32 / NBC MAY DROP
KIDS’ FARE

NBC, third in the

Saturday moring ratings
and, like the other

networks, facing affiliate
defections in that daypart,

is seriously considering
getting out of Saturday
Cartoons next season, sources
at the network say. For the
first three weeks of the 1991-
92 season, NBC’s slate

has dropped 25% from a year
ago among children 2-11

to an average 3.8 rating;
close-at-the-heels Fox
Children’s Network is up
24% in the same period,

with a 3.6,

Breadcasting Oct 71 Tl



34 / QUICK
CANCELS

Dick Robertson,
president of Warner
Bros. Domestic
TV Distribution, said
broadcasters have

a “‘quick-trigger
mentality”’ when

it comes to judging
the prospects of
first-run syndicated
programing. The
high cost of
producing shows
that stations pull or
move after several
weeks, he said, is
forcing the
syndicator to “‘re-
evaluate the way
we do business.”’

34 / (BS LEADS
IN KEY DAYTIME
DEMOS

Led by Guiding Light,

CBS is turning its lead in the
daytime ratings household
race into a win among
women 18-49 and 25-54.
ABC’s long-running General
Hospital, the perennial
time-period leader, has
dropped to second behind
Light and the third half-hour
of ABC’s new The Home
Show is off to a slow start.

38 / FEDS MAY EASE

HLY GUIDELINES

The Treasury Department
appears likely to issue a
response, and perhaps a
decision, regarding petitions
by broadcasters that the
government eliminate or
revise its definition of
highly leveraged
transactions. Easing up on
the restrictions would make it
casier for financial
institutions to justify to
shareholders their
broadcasting loans, most of
which fall under the HLT
umbrella.

40 / GOOD OUTLOOK
FOR RADIO AD REVENUE

The Veronis, Suhler &
Associates 1991
*“*“Communications

Industry Report’” calls radio

‘Memories of M*A*S*H’ recalled
for November sweeps (page 26).

a "‘relatively inexpensive
medium with high impact,””
and predicts that, despite
current weaknesses in local
markets, spending in radio
by advertisers will reach
$12.08 billion by 1995.

42 / CABLE LOOKING
BEYOND '92

Once considered
recession-proof, the hurt-by-
hard-times cable industry
sees 1992 as the year to turn
things around. Operators

are hopeful that adherence to
stricter customer service
standards, better promotion
and enticing hook-up

offers (like instant installs)
will help the industry

crack perennial-holdout
households. Premium
channels will get a boost,
operators say, if they can
negotiate earlier windows for
their theatrical releases.

The bright spot continues to
be pay per view: while

still providing only a fraction
of premium’s revenue, it’s
trending up strongly.

45 / CLUTTER COMES
TO CABLE

Once the exclusive bane
of the broadcast networks,

advertising clutter has

come (o cable in a big way. A
forthcoming study by two
advertising groups will show
that prime time clutter on
cable networks exceeds that
of their over-the-air
counterparts. In totals that
did not count local ads,
CNN topped the list at 12:25
minutes per hour; the

Family Channel was second
with 11:45.

49 / MORE EROSION
SEEN FOR AFFILIATES

The Veronis, Suhler &
Associates communications
report sees independent

TV stations holding their own
in viewership over the

next five years but continued,
although slowing, viewer
erosion for network affiliates.
The stlowdown in local

retail advertising will limit
overall ad growth through
1992, the report said, but
substantial growth is
anticipated in 1993-95.

50 / CABLE BILL
INTRODUCED IN HOUSE

A companion piece to
Senate cable-regulation bill
S. 12 was introduced last
week in the House by Ohio
Democrat Dennis Eckart
and others. The bill’s major
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intent is to return to local
governments much of the
regulatory jurisdiction

over cable taken away by the
1984 Cable Act.

53 / BUSY MIPCOM

As the MIPCOM

gathering came 1o a close last
week in Cannes, the talk

of the departing participants
was the need to expand

the annual international
program distribution
showcase beyond its current
five days. Business was
active—and spilled onto the
sidewalks when the
convention center closed—
despite a slowdown in the
growth of new TV outlets.
Some buyers said prices
were roughly flat, however.
The top programing draw:
action shows.

58 / BBC ADDS ASIA

The BBC has raised a
challenge to CNN’s hold on
the global news
marketplace by launching
BBC World Service
Television in 38 Asian
countries that are home to
over half the world’s
population.
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LOSED CIRCUIT

DETROIT

Tough Talk

Some days, it isn’t easy being a news
cooperative. Conus spent entire day last
Wednesday (Oct. 16) trying to per-
suade Sen. Orrin Hatch (R.-Utah) to
agree to interview with member sta-
tion wXYZ-Tv Detroit, only to regret re-
sulting interview. Red-faced Conus
executives sat by while Hatch was
grilled with contentious questions via
satellite from outspoken WXYZ.TV an-
chor Bill Bonds, who caught Hatch

off guard with question: ‘‘What are you
going to do if you find out six months
from now that Clarence Thomas, who
you’ve just made into a saint, turns

out to be a porno freak?'’ Following
brief and heated exchange, Hatch ter-
minated interview with ‘‘Look, I go
through enough crap back here, I

don’t have to go through it with you,”
before removing his microphone and
walking out on interview.

According to wxYZ-Tv, Bonds has
*‘tendency to ask the questions that ev-
erybody wants the answer to but no
one has the guts to ask.’’

WASHINGTON

Putting money where
their mouth is

Voice of America may no longer be
content simply serving as messenger for
virtues of commercial mass media.
VOA Europe, which provides entertain-
ment programing and VOA news-

casts to more than 40 FM station affili-
ates, will soon insert paid advertising
into its programing. Although VOA has
had authority to sell commercial time
for several years, it has so far only of-
fered time on bartered basis—princi-
pally to print media organizations for
cross-promotions. VOA affiliate as-
sociation, which prompted latest move,
will benefit most, with proceeds from
sales going directly to stations.

Move, VOA spokesman said, is
needed because many VOA stations
have little money and are constantly
on brink of going dark. Some at VOA
say day is coming when VOA itself
will be at least partially commercial-sup-
ported. Although VOA's role is

MOVIE PACKAGES GET BROADCAST/CABLE PITCH

everal studios are currently testing interest among stations, cable services or

both for movie packages soon to be available. According to several
sources, Warner Bros. Domestic Television has a handshake deal with Life-
time for Warner 30, which includes ‘‘Presumed Innocent,”” *‘Reversal of
Fortune’’ and *‘Tango & Cash.”” But the deal is contingent on Warner Bros.
lining up a significant number of broadcasters to buy into the package
simultaneously. As envisioned, Lifetime and stations would alternate exhibit
windows on some films and perhaps get others exclusively. Warner is talking
to a number of station groups, including Chris-Craft United, which continues
to be a staunch advocate of syndicated exclusivity. Columbia Pictures Televi-
sion is currently determining interest in Columbia Showcase 2, which includes
*‘Casualties of War,” *‘Post Cards from the Edge’’ and ‘‘When Harry Met
Sally.’” CPT has reportedly approached the Tribune-Turner superstation con-
sortium and other stations, and is marketing a Columbia Gold rerun package.
MCA will be out soon with List of Lifetime 2, a rerun package including
*‘Psycho,’” several other Hitchcock films, ‘*Animal House,”” ‘‘The Sting’’
and John Wayne and Clint Eastwoed titles (35 in all). The company is also
putting together a marketing plan for its Debut 5 package, which has titles that

largely bypassed cable for an exclusive deal with NBC this season.

called passive, it has final say over cor-
porations and products that can ad-
vertise, as well as copy used. Finger
Lake Productions of Ithaca, N.Y.,

will act as national rep.

NEW YORK

Local contribution

NBC affiliates may have part to play
in sports news cable service NBC, Cab-
levision and Tele-Communications’
Inc. spin-off Liberty Media are said to
be launching later this year. Word is
that one possibility for creating service
is to rely largely on sports news and
interview footage culled from NBC af-
filiates. *‘There aren’t any arrange-
ments that [ am aware of,”’ said NBC
spokesman. Price tag for venture is
said to be in $5-million to $6-million
range, far less than $20 million that
last sports news venture, Mizlou Com-
munication’s Sports News Network,
put into such project.

Rep rap

Domino effect in rep changes that

was avoided when NBC-owned stations
decided to close sales divisions and

go with outside reps will likely not hap-
pen if CBS should decide to go same
route. Any rep or reps that CBS talks

with will likely have conflicts in most
if not all of five markets where CBS
owns stations. That may also make
for tougher negotiations than NBC had
with HRP, which had no station con-
flicts with NBC, and Petry, which had
only one. While CBS has met with at
least two rep firms over last month,
word is they still want to keep divi-
sion in-house.

Likely candidates

With ABRY-Act III deal said to be
wrapping up, attention will now likely
turn to what station (or stations)

ABRY will sell to meet Fox broadcast-
ing Corp. guidelines that prohibit
ownership of more than eight Fox affili-
ates. Combined ABRY-Act III group
would own 10 affiliates. Candidates for
spin-off include Act III’s WRGT-Tv
Dayton, Ohio, property, which has po-
tential overlap with ABRY"s Cincin-
nati station, or WTAT(Tv) Charleston,
S.C., smallest station of group.

‘Conan the Librarian’

Tyne Daly, four-time Emmy winner
for her performance in Cagney & Lacey
(CBS, 1982-89), is slated to star in

her first comedy pilot, Conan the Li-
brarian, being produced by New
York-based Lancit Media Productions.

i
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$3.6 billion.Its alot of
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According toThe Wall
Street Journal, American busi-
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MARSHALL, FISHEL WEIGH IN FOR THOMAS

s upreme Court Justice Clarence Thomas was the beneficia-
ry of some encouraging public words from at least two
voices at the FCC—Commissioner Sherrie Marshall and
FCC Managing Director Andrew S. Fishel.

Commissioner Marshall wrote an op-ed piece supporting |

Thomas in the Los Angeles Times, which published the
momning before the Senate vote (Tuesday, Oct. 15). ‘I share
the deep-seated anger felt by many women about the stigma
attached to making a sexual harassment charge, and about
the often cavalier attitudes revealed by its seldom-heiril
debate,’’ Marshall said. ‘‘But to allow our unease with the
subject, and lack of certainty about when it exists, to deter
mine the fate of a Supreme Court nominee is to turn the
constitutional process of advice and consent into a side-
show.”’

In a letter to the Senate Judiciary Committee, Fishel, said
he had known and worked with both Thomas and Professor
Anita Hill while serving under Thomas both as management
director of the Education Department’'s Office for Civil
Rights (OCR) and as financial and resources management

director at the Equal Employment Opporiunity Cormmission
(EECC). **Nothing in Mr, Clarence Thomas’ professional or
personal demeanor, and nothing tn any of my conversations
with Ms. Anita Hill, have cver lead me to belicve that Mi
Thomas could act in any of the ways in which Ms. Hill has
chuarged, " Fishel concluded in the letter read into the record
by Senator Alan Simpson (B-Wyo.) late Sunday evening
(Oct. 13) near the end of the committez's televised hearings.
Fishel disputed Hill's testimony that her job at OOCR would
have been in danger should she have chosen not o follow
Thomas to EEOC. “'MNo employes were made to feel their

| jobs were in jeapardy by Mr. Thomas' deparfure from OCR™

by Thomas's OCR successor, Harry Singleton, Fishel said.
“Indecd, Ms. Hill iold me at the time that she was flatiened
o be selected by Mr. Thomas to work at EEOC, In our
conversation, she also expressed her admiration for Mr.
Thomas,™

Fishel cluimed that Thomas ““was vocally adamant that the
presence of any form of discrimination—and he specificaliy
mentioned sexual harassment—would not be tolerated.”’

Scheduled to be shot this Thursday at L0OS ANGELES broadcast networks, Fox Children’s Net-
Universal Studios in Orlando, Lancit is ke work and cable networks, but this
co-financing pilot with Corporation Bart and Michael may be first example of distributor em-

for Public Broadcasting (CPB), giving
PBS right of first refusal on possibly
carrying series this season or next. Daly
has been cast as sharp-tongued librar-
ian, Ms. Crute, while Brian Thompson
(“‘Cobra’’) stars as Conan, muscle-
bound librarian, who joins Daly to extol,
to children, virtues of reading.

Peace talks

Dow Jones has had preliminary con-
versations with CNBC about producing
some programs for financial business
channel. Two had been embroiled in bit-
ter battle last spring in effort to ac-

quire Financial News Network, but ap-
parently have now made their peace.

CANNES
Tables turned

Warner Bros. International Televi-
sion Distribution President Michael
Solomon was on camera last week

at Cannes. He and other TV execu-
tives, including producers Larry Ja-
cobson and Sonny Grosso, are being
tracked by Canadian production
company, Sleeping Giant Productions,
which is compiling four-hour series

on TV business. Sleeping Giant Presi-
dent Jim Hanley called series per-
spective positive, adding *‘...most of
television’s detractors are print peo-
ple.”” Show, being produced by Toron-
to-based CityTV for fall, has been
bought by CBC but currently has no
U.S. outlet, said Hanley.

In addition to traditional sweeps-type
programing set to air this November on
networks, Fox will have marketing
power of Michael Jackson to add to its
lineup next month. Fox has secured
broadcast premiere rights to first video
from Jackson’s upcoming album
*‘Dangerous,’’ and will air *‘Black or
White’” clip following The Simpsons
on Thursday, Nov. 14, at approximately
8:25 p.m. Deal with Fox is part of
three-way world simulcast premiere of
video, with MTV and BET also sup-
plying feeds of video. Jackson has al-
ready made one appearance on Fox
this year, supplying his voice for charac-
ter in season opener of The Simpsons.
According to sources, Fox will also air
half-hour Michael Jackson special on
Sunday, Nov. 17, with time to be an-
nounced.

Gl Joe, drug fighter

In possible first for traditional anima-
tion distribution house, Claster Televi-
sion has received broadcast carriage
recommendations from Fox Children’s
Network and CBS for their respective
affiliates to air special two-part G./. Joe
on Saturday or Sunday morning line-
ups as part of national anti-drug cam-
paign. Major Hollywood studio ani-
mation houses including Warner Bros.
and Walt Disney Co. participated in
Academy of Television Arts and Sci-
ences-sponsored joint anti-drug ef-
fort, Cartoon All-Stars to the Rescue,
which was simulcast on all three

barking on unilateral syndication net-
work anti-drug campaign. Pair of half-
hour episodes titled G.1. Joe: The
Greatest Evil are being offered to Clas-
ter’s 103 client stations and broadcast
networks free of national barter advertis-
ing time.

Tape to disc
Tapeless TV promises to make waves
at Oct. 26-29 Society of Motion Picture
and Television Engineers conference.
Several manufacturers are racing to mar-
ket with disc-based recorders de-
signed to allow random access to up to
90 minutes of full motion video.
Pioneer Communications of Amer-
ica Inc. will unveil recorder (at introduc-
tory price of $39,950 this November)
capable of storing, and rerecording 1
million times, 32 minutes of full mo-
tion video per side of 12-inch magneto-
optical disc. Pioneer claims analog
component LaserRecorder will satisfy
video production, instant replay and
other broadcast-cable applications. And
London-based O.L.E. Ltd. claims
*‘near U-matic picture quality’’ and 90-
minute storage for its £27,500
($46,750) Lightworks random access
editing system.
But Tektronix/Grass Valley demo
of noncompressed long-form digital disc
recorder/editor (still in development)
may draw greatest interest from high-
end users. At 10 megabits per sec-
ond, it would out-perform expensive 8-
bit D-1 recording quality.

—
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A

ONDAY MEMO

A telco-cable commentary from Peter Krasilovsky, telecommunications policy consultant, Washington

with the cable industry, the NAB

is threatening to play the “‘teico
card’’ again. But having heard the same
story from the NAB, most analysts
aren’t taking it very seriously. The
broadcast industry still has more to lose
from lining up with a telephone industry
that cannot guarantee free carriage than
from keeping the status quo with cable.

There are significant grounds, howev-
er, for rethinking what the Bell policy-
makers want to do in cable, and how the
future of video programing-——and broad-
casting—might be affected.

For one thing, the telcos are no longer
hung up on the *‘vision thing,”’ as Presi-
dent Bush would say. In the four years
since launching their disjointed cam-
paign to get the telco-cable crossown-
ership prohibitions lifted, the telcos have
become considerably more adept at ar-
ticulating what they can do for the cable
industry here and now. Their new pro-
posals appear to be more on the money,
both figuratively and literally.

Last fall, for instance, Nynex con-
firmed that it would probably seek an
unprecedented general tariff to provide
cable television transmission in rural ar-
eas. Cable operators using Nynex’s ca-
bie transmission facilities could theoreti-
cally be interconnected throughout an
area as large as Vermont, allowing co-
operative programing and cost savings.

Nynex’s proposal is definitely a step
closer to the symbiotic relationship with
broadcasters and cable operators that tel-
cos have come to believe they must cul-
tivate if they hope to win relief from
crossownership restriction.

Identifying the ‘‘common ground”’
with their would-be adversaries has, in
fact, become paramount. It is a simple
truth that some deeds, such as the
“‘Viewer Controlled Cable TV’ PPV
trial between U.S. West, TCI subsidiary
United Artists and AT&T Network Ser-
vices, talk louder and more effectively
than the coldly calculating MBA-talk,
found in a leaked BellSouth memo, of
forcing ‘‘cable to see BellSouth as a
means to their end of making money."’

And it makes one think that John Sie
was quite the soothsayer when he pre-
dicted, as senior vice president at TCI,
that cable could ‘“‘look forward to the
interface with telephone networks’’ rath-

F ed up with its stalled negotiations

er than dread telco participation.
Still, there hasn’t been much real es-
tate set aside for telco-cable ‘‘common

ground’’ stateside. Telcos have, of
course, tried to sell pay-per-view ser-
vices as well as network construction
maintenance contracts to cable opera-
tors. But sales have reportedly not been
up to par for either service. Some teico
executives have, off the record, blamed
cable’s simmering resentment against
telcos for their lousy business.

troubled industry. Nevertheless, it
would be going too far to assert that the
RBOC’s cable activities have revealed
them to be a different, less dangerous
breed than they were thought to be.

Going to the other extreme, one could
still make the case that they are still just
plain ‘*bad.”” Some of their cable oppo-
nents—from both cable and other areas
of telecommunications—in fact, are now
crying for a ‘‘second divestiture’” that
would create new entities of their mo-
nopoly services after dozens of sightings
of their anticompetitive nature.

Moreover, the endless reports—many
of them politically motivated—that
RBOC’s have tried to build in strategic
advantages over enhanced service com-
petitors, like voice mail providers who
need to use their networks, are a genuine
cause for alarm.

In my opinion, however, the record
compiled by the RBOC’s in the cable
industry has been quite positive on the
whole, and deserving of a fresh look. In
four years they have learned the indus-
try, adjusted their vision, cooperated
with their cable counterparts in Britain

Considerably to create a program
more common ““The record compiled development  fund
ground has been D_ o and begun to com-
found  overseas, by the RBOC's in the pete in fair fashion
where the telcos cable industry has been | against British Sky
have stepped out Broadcasting, a

from their enforced
role as a cable ven-
dor to serving as
partner-—and some-

quite positive on the
whole, and deserving of
a fresh look.”’

DBS venture funded
with over $800 mil-
lion.

Even the current

times sole propri-
etor—of cable franchises. Five of the
seven RBOC’s have committed over
$300 million to buy or develop cable
franchises in Great Britain, Norway,
Sweden, France and Israel. Many of
these franchises, ironically, have been
won with U.S, MSO’s as partners.

What the RBOC’s overseas activities
portend is hard to gauge. Certainly, they
have proven an able and fair partner to
cable MSO’s. But signs that they have
not left behind their monopoly mind-set
are clearly evident in Great Britain, the
site of the most frenzied activity.

Most notably, they have bought out
their partners in several instances. On
closer inspection, then, the RBOC’s
seem quite innocent in all this, and have
actually appeared very supportive of a

adversity in British
cable caused by the recession should
lessen fears about any future role for the
teicos in U.S. cable. By shutting down
construction in several key markets, the
RBOC’s have shown that they will not
use their deep pockets to recklessly pro-
ceed without a solid business case for
doing so. That deflates the argument by
cable advocates that RBOC's are merely
boorish brutes who will outspend their
opponents without regard to cost.

The shutdowns of videotex gateways
provided by Nynex and Southwestern
Bell, and of one planned by Pacific Bell,
reinforce this impression. So does the
vigorous cost containment initiated in a
new era marked by a switchover in many
states from rate-of-return regulation t
incentive regulation.
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W [ndicates new listing or changed item.

THIS WEEK

Oct. 20-22—Cunadian Association of Broadcast-
ers national conference and trade show. Metro
Toronto Convention Centre, Toronto. Informa-
tion: Nathalie Samson, (613} 233-4035.

Oct. 20-22—Norti Carolina  Association  of
Broadcasters annual convention. Pinehurst Ho-
tel and Country Club, Pinehurst, N.C. Informa-
tion: Kelly Edwards, (919) 821-7300.

Oct. 20-23—"Apertura,” second Latin Ameri-
can Congress sponsored by /nernational Ad-
vertising Association. Mexico City, Mexico. Infor-
mation: (212) 557-1133.

Oct. 20-24—The Freedom Forien Media Studies
Center 25th Technology Studies seminar for
journalism educators. Columbia University,
New York. Information: (212) 280-8392.

1 Oct. 21—"How to Make Money in the Satel-
lite Industry,” teleconference sponsored by So-
ciety of Satellite Professionals International. Min-
neapolis. Minn. Information: Susan Broadribb.
1 (800) 543-5285.

Oct. 21 —Canadian Women in Radio and Televi-
sion national gala launch dinner. The Royal
York Hotel, Toronto. Information: (613) 233-
4035.

Oct. 22—"Automotive Marketing: Who's Driv-
ing and Where Are We Going?" seminar spon-
sored by The Adveriising Club of Metropolitan
Washingon. Sheraton Washington, Washing-
ton. Information: (301) 656-2582.

Oct. 22— "Business Eliquette and Safety,”
seminar sponsored by Women /n Cable, Chicago
chapter. Information: Julie Johnson, (708) 524-
9455,

Oct. 22—American Women in Radio and Televi-
sion, New York City chapter, luncheon. Theme:
"Defining The Focus of Television in the
1990's.” Intercontinental Hotel. New York. In-
formation: Linda Pellegrini, (212) 572-5234.

Oct. 22-23—COccupational Health and Safety
Act compliance seminar sponsored by Narion-
al Cable Television Institute. Miami. Information:
(303} 761-8554.

Oct. 22-23—Ohio Association of Broadcasrers fall
convention. Marriott Inn North, Columbus,
Ohio. Information: (614) 228-4052

MAJOR MEETINGS

u Oct. 22-24—Avid Technology media compos-
er training classes. Chicago. Information: Kim
Hajjar, {617) 221-6789.

B Oct. 22-25 —/nterference Control Technologies
course, introduction to EMI/RFIVEMC. Wash-
ington. Information: (703) 347-0030.

Oct. 23—American Women in Radio and Televi-
sion, Philadelphia chapter meeting. Featured
speaker: Brian Lamb, founder and chairman,
C-SPAN. Sheraton Society Hill Hotel, Philadel-
phia. Information: (215) 946-2773.

Oct. 23— Navional Academy of Television Arts and
Sciences, New York chaper. drop-in luncheon.
Speakers: Phil Donahue, nationally syndicated
talk show host, and Vladimir Pozner, interna-
tional journalist and Soviet political commenta-
tor. Copacabana, New York. Information: (212)
768-7050.

Oct. 23—John Bayliss Broadcast Foundation an-
nual media roast. Roastee: Robert F.X. Siller-
man, Sillerman Cos. Plaza Hotel, New York.
Information: Kit Hunter Franke, (408) 624-
1536.

Oct. 23-25— Kansas Association of Broadcasters
annual convention. Hiiton East, Wichita, Kan.
Information: Harriet Lange, (913) 235-1307

Oct. 26-29—Society of Motion Picture and Tele-
vision Engineers 133rd lechnical conference
and equipment exhibil. Los Angeles. Future
conference: Nov. 10-13, 1992, Metro Toronto
Convention Center, Toronto.

Oct. 27-30—Association of National Advertis-
ers 82nd annual convention. Biltmore, Phoenix

Nov. 20-22—Western Cable Show, sponsored
by California Cable TV Association. Anaheim
Convention Center, Anaheim, Calif.

Nov. 23-25—LPTV annual conference and ex-
position, sponsored by Commuaity Broadcast-
ers Association. Riviera Hotel, Las Vegas.

& Jan. 8-10, 1992 Association of Independent
Television Stations annual convention. Nob Hill
Complex, San Francisco.

Jan. 10-16, 1992--National Association of
Broadcasters winter board meeting and legisla-
tive forum. La Quinta, Calif.

Jan. 20-24, 1992—29th NATPE [nternational
convention, New Orleans Convention Center,
New Orleans

Jan. 25-29, 1992—49th annua! National Reli-
gious Broadeasters convention. Washington. In-
formation: (201) 428-5400.

Jan. 30-Feb. 2, 1992—Radio Advertising Bu-
reau Managing Sales Conference. Nashville.

Feb. 7-8, 1992—26th annual Sociely of Motion
Picture and Television Fngineers Advanced
Television and Electronic Imaging conference.
Westin St. Francis Hotel, San Francisco. Infor-
mation: (914) 761-1100.

Feb. 9-14, 1992—14th International Market of
Cinema, TV and Video. Loews Hotel, Monte Car-
lo. Information: {33) 93-30-49-44 or (fax) (33) 93-
50-70-14.

10 Datebook

Feb. 12-14, 1992—Satellite Broadcasting and
Communications Assoctation winter confer-
ence. Reno, Nev.

Feb. 26-28, 1992—Texas Cable Show, spon-
sored by Texas Cable TV Association. San An-
tonio Convention Center, San Antonio, Tex.

March 2-4, 1992—Television Burean of Adver-
tising 37th annual meeting. Las Vegas Hilton,
Las Vegas. Information: (212) 486-1111

March 4-7, 1992—23rd Country Radio Seminar,
sponsored by Country Radie Broadcasters.
Opryland Hotel, Nashville.

March 25-28, 1992—National Broadcasting So-
cietylAlpha Epsilon Rho national convention.
Haoliday Inn Crowne Plaza, Washington. Informa-
tion: (803) 777-3324 or (412) 357-3210.

April 5-7, 1992—Cabletelevision Advertising
Bureau 11th annual conference. Marriolt Mar-
quis, New York.

April 8-11, 1992—American Association of Ad-
vertising Agencies annual convention. Ritz-Carl-
ton, Naples, Fla.

April 10-15, 1992—MIP-TV, international tele-
vision program marketplace. Palais des Festi-
vals, Cannes, France. Information: (212) 689-
4220

April 13-16, 1992—National Association of
Broadcasters 70th annual convention. Las Ve-
gas Convention Center, Las Vegas. Fulure con-
vention: Las Vegas, April 19-22, 1993.

April 22-24, 1992—Broadeast Cable Financial
Management Asseciation 32nd annual conven-
tions. New York Hilton, New York. Future con-
ventions: April 28-30, 1993, Buena Vista Palace,
Lake Buena Vista, Fla, and 1994, Town and
Country Hotel, San Ciego. Calif.

May 2-6, 1992—Public Radio annual confer-
ence. Sheraton Hotel, Seatlle.

May 3-6, 1992—National Cable Television As-
sociation annual convention. Dallas. Future con-
vention: June 6-9, 1993, San Francisco.

May 27-30, 1992—American Women in Radio
and Television 41st annual convention. Phoenix.

June 10-13, 1992—NAB/Montreur Interna-
tional Radio Symposiumn and Exhibition. Mon-
treux. Switzerland.

June 14-17, 1992—Broadeast Promotion and
Marketing Executives & Broadcast Designers
Association annual conference and expo. Seat-
tle, Wash. Information: {213) 465-3777. Future
convention: June 13-16, 1993, Orlando, Fla.

June 23-26, 1992 —Natlional Association of
Broadcasters board of directors meeting. Wash-
ington.

July 2-7, 1992 [nternational Broadcesting
Convention. RAI Center, Amsterdam. Informa-
tion: London-—44 (71) 240-1871.

Aug. 23-27, 1992—Cable Television Adminis-
tration and Mavrketing Society annual conven-
tion. San Francisco Hilton, San Francisco. Infor-
mation: (703) 549-4200.

Sept. 9-11, 1992 Eastern Cable Show spon-
sored by Southern Cable Television Associa-
tion. Atlanta. Information: (404) 255-1608.

m Sept. 9-12, 1992 Radic '92 convention,
sponsored by National Association of Broad-
casters. New Orleans.

Nov. 20-22, 1992—LPTV annual conference
and exposition, sponsored by Community
Broadeasters Association. Riviera Hotel, Las
Vegas. Information: 1 (800) 255-8183.
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Which Of These
Shows DeliversThe
Most Women 18-49

Per 1000 Households?

Donahue
Jenny Jones
The Joan Rivers Show
The Maury Povich Show
The ChuckWoolery Show

What's Your First Guess?







AGAIN!

Jenny Jones
A Sales Manager’s Dream,
With Ideal YoungWomen
Demos And An Environment
That's Advertiser Friendly.

Women 18-49
Program Per 1000 Households
JENNY JONES 419
Joan Rivers 410
Donahue 392
The Maury Povich Show 377
The Chuck Woolery Show 315

SOURCE: INSS Ranking Report 916 - 9/29/91
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® Oct. 24 “Afier the Coup: What Future for
the Soviets?" conference for journalists spon-
sored by The Washington Journalism Center. Ar-
lington. Va. Information: {202) 337-3603.

8 Oct. 24 New York Women in Cable annual
educational program "Cable Survival Guide.”
Keynole speaker:. Sharon Patrick, president,
Rainbow Programing Holdings, Inc. Viacom
Media Center, New York. Information: Toby
Haber, (212) 353-1633, or Dominique Perez,
{212) 258-7586.

Oct. 24-26—Friends of Old-Time Radio 16th an-
nual convention. Holiday Inn-North, Newark,
N.J. Information: Jay Hickerson, (203) 248-
2887.

B Oct. 25 Kentucky Weslevan College first an-
nual communications conference, Kentucky
Wesleyan College, Owensboro, Ky. Informa-
tion: (502) 926-3111.

Oct. 25— Radio-Television News Directors Associ-
ation region 12 super regional conlerence.
Keynote speaker: New York Governor Mario
Cuomo. New York Hillon and Towers, New
Yorla. Information: Leslie Breen, (202} 659-
6510.

Oct. 25-26—Missouri Broadcasters Association
fall meeting/seminars. Holiday Inn Executive
Center, Columbia, Mo. Information: (314) 636-
6692

Oct. 25-27—American Women in Radio and Tele-
vision western area conference. Guest Quar-
ters Hotel, Santa Monica, Calif. Information:
Suzanne Wallace, (213) 458-1031.

Oct. 25-27—"U.5.-Mexican Free Trade: Coop-
eration and Competition,” conference for jour-
nalists sponsored Dy Foundation for American
Communications, The Ford Foundaiion and The
Los Angeles Times. Ramada Renaissance Hotel,
Lgng Beach, Calif. Information; (213) 851-
7372.

Oct. 25-27—!llinois Broadcasters Association an-
nual fall convention. Fairmont Hotel, Chicago.
Information: (217) 753-2636.

® Oct. 26— Federal Communications Bar Associa-
tion Foundation fundraising reception. INTEL-
SAT Headquarters, Washington. Information:
Mary Blasinsky. (202) 833-2684, or Larry Rob-
ers (202) 658-4700.

Oct. 26-29—Sociery of Motion Picture and Televi-
sion Engineers 133rd technical conference and
equipment exhibit. Los Angeles. Information:
(914) 761-1100.

Oct. 27-29-—Pennsylvania Association of Broad-
casters annual convention. Hershey Lodge,
Hershey, Pa.

Oct. 27-29 _Association of National Advertisers
82nd annual meeting and business confer-
ence. Arizona Biltmore, Phoenix. Information:
(212) 697-5950.

Oct. 2?-2_9‘—National First Amendment Con-
gress. Virginia state capitol buitding and Omni
Ho;;l. Richmond, Va. Information:. (303) 556-
4522,

Oct. 27-30— Southern Educational Communica-
tions Associgtion conference. Omni Charlotte,
Charlotte, N.C. Information: Kathleen Kraynick,
(803) 799-5517.

Oct. 27-Nov. 1—"Ethical decisionmaking,”
seminar for broadcast and print journalists,
photographers, editors and newsroom manag-
ers, sponsored by The Paynier Institute. Poynter
Institute, St. Petersburg, Fla. Information: Lesly
Stevens, (813) 821-9494.

ERRATA

Tektronix Television Division won
1990-91 Engineering Emmy for
development of test signals and
measuring equipment for petfor-
mance evaluation of compact vid-
eo systems. Editorial oversight
left Tektronix out of list of compa-
nies and individuals cited for
Technical Achievement and Sci-
entific Development Engineering
by National Academy of Televi-
sion Arts and Sciences published
in Oct. 7 issue. Shown accepting
award is Dan Castles, Tektronix
television division general man-
ager,

Home Shopping Network acquired
transponder ahoard GE Ameri-
com's Satcom F4, not Satcom FIR
as reported in Oct. 14 issue.

ALSO IN OCTOBER

8 Oct. 28—"Communications and Culture:
Should the United States Protect Cultural Re-
sources?” colloquium sponsored by The An-
nenberg Washington Program and the National
Endowment for the Aris. Annenberg Office, Wil-
lard Office Building, Washington. Information:
{202) 383-7100.

® Oct. 28-31—Seminar on aging for print and
broadcast journalists sponsored by Narional
Press Foundation. Ramada Techworld Hotel
and the National Press Club, Washington. In-
formation: (202) 662-7350.

8 Oct, 20— Continuing Legal Education semi-
nar on financial issues surrounding broadcast
licenses sponsored by Federal Communications
Bar Association. Washington Marriott Hotel,
Washington. Information: Carcl Mattey, (202)
377-1880, or Peggy Greene, (202) 632-7180.

8 Oct, 29— /Inrernational Radio and Television So-
ciety Q & A seminar, "TV Hits and Misses.”
Panelists: Jerome H. Dominus, J. Walter
Thompson; Betsy Frank, Saatchi & Saatchi Ad-
vertising; Paul Schuiman, The Paul Schuiman
Company, John von Soosten, Katz Television
Group. Time Life Auditorium, New York, Infor-
mation: (212) 867-6650.

8 Oct. 20—The National Cable Television Center

and Museum present the 1991 Donald W. Le-
venson Memorial Lecture. Speaker: James
Chiddix, senior vice president, engineering
and technology, American Television and
Communicatons Corporation. College of Engi-
neering, Pennsylvania State University, Univer-
sity Park, Pa. Information: (814) 865-6535.

Oct. 29—Cable Television Public Affairs Associa-
tien northeast regional luncheon meeting.
Time-Life Building, New York. Information:
Mary Pittelli, (301) 206-5393.

Oct. 29—"Campaign '92: More or Less?" sem-
inar sponsored by Center for Communication.
Center for Communication Auditorium, New
York. Information: (212) 836-3050.

Oct. 29—Systems Research Center sympo-
sium, a live interactive satellite video confer-
ence sponsored by The University of Maryland.
The University of Maryland, College Park, Md.
Information: Glenn Brown, (301) 405-4905.

Oct. 29—Connecticut Broadcasters Association
annual meeting. Marriott Hotel, Farmington,
Conn.

B Oct. 30—Narional Academy of Television Arts
and Sciences. New York chapier, drop-in lun-
cheon. Speaker: Dennis Miller, executive vice
president, Turner Network Television. Copaca-
bana, New York. Information: (212) 768-7050.

® Oct. 30-Nov. 1—National Infomercial Marke:-
ing Association second annual meeting and
trade show exhibition. Mirage Hotel, Las Ve-
gas. Information: Tom Fenton, (212) 972-1100,
or Christina Andrews, (212) 679-5312.

Oct. 30-Nov. 1—Howard University School of
Communications 20th anniversary celebration
communications conference and job fair. Main
campus, Howard University, Washington. In-
formation: Carol Dudley, (202) 806-5806.

® Oct, 31—"Media and the Military: How the
Press Lost the War,"” seminar sponsored by
Center for Communication. Center for Communi-
cation Auditorium, New York. Information:
{212) 836-3050.

® Oct. 31—Deadline for entries for the seventh
annual Sunny Creative Radio Awards Compe-
tition sponsored by Southern California Broad-
casters Association, Commercials, public ser-
vice or station promotion anncuncement
produced and aired between November 1,
1990 and October 31, 1991, is eligible. Infor-
mation: (213) 466-4481,

Oct. 31-Nov. 2—Tennessee Association of Broad-
casters annual convention. Middle Tennessee
State University and Garden Plaza Hotel, Mur-
freesboro, Tenn. Information: Whit Adamson:

(615) 399-3791. '
|
Lm0 ]

NOVEMBER |

# Nov. 1—Deadline for nominations for Broad-
casling Hall of Fame sponscred by Nationa!
Association of Broadcasters. Information: (202)
429-5300.

® Nov. 1—Deadline for entries for Indepen-
dent Focus sponsored by WNET, Work of any
length produced by American independents
no earlier than four years previous to submis-
sion and which have not been broadcast in the
New York metropolitan area are eligible. Infor-
mation: Cara Meres, (212) 560-2917.

Nov. 1-2—Radio Advertising Bureau radio sales
university. Ramada Inn/Southwest Airport,
Memphis, Tenn. Information: {212) 254-4800.

Nov. 1-3—National Broadcasting SocietylAipha
Epsilon Rho northwest. southwest and west regions
convention. Northern Arizona University, Flag-

14 Datobeok
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staff, Ariz. Information: Dr. William Rugg. (602)
523-2511.

Nov. 4-5—Women in Cable presents the Betsy
Magness execulive development seminar.
Denver. Participation by invitation only. Infor-
mation: Lora DiPadova, (312) 661-1700.

Nov. 5-7—Cable Television Adminisiration and
Markﬂl'ng Society service management master
course. St. Louis. Information: {703) 549-4200.

m Nov. 6—"Why the Public Hates the Press,”
seminar sponsored by Center for Comununica-
tion. Center for Communication Auditorium,
New York. Information: (212) 836-3050.

# Nov, 7—"Marketing Opportunities With New
Technologies,” panel sponsored by Cable Tele-
vision Administration and Marketing Society, New
York City chapter. HBO Media Center, New
York. Information: Kathy Wagner. (516) 364-
2222.

mNov. 7-B—Associaton for Maximum Service
Television, Inc. fifth annual HOTV Update. ANA
Hotel, Washington. Information: (202) 462-
4351,

Nov. 7-8—"Focus on Success,” theme for
Communications Day '91, a one-day trade
show and professional development seminars
sponsored by /mernational Television Associa-
rion. Washington Hilton, Washington. (nforma-
tion: John Fugel, (304) 876-6591.

Nov. 7-8—Women In Cable, North Carolina chap-
rer, annual conference. Embassy Suites,
Greensboro, N.C. Information: Julia TeKippe,
{919) 665-0160.

Nov. 7-8—Communications Law program
sponsored by Practising Law Institute. Hotel
Macklowe, New York. Information: (212) 765-
5700.

Nov. 7-9—The Loyola Radio conference spon-
sored by Loyola University, Communications De-
partment. Bismarck Hotel, Chicago. Informa-
tion: Amy deGrazio, (312} 915-6558.

Nov. 7-9—American Women in Radio and Televi-
sion board of directors and foundation board
meelings. Washington. [nformation: Donna
Cantor, {202) 249-5102.

Nov. B-9—The Narional Academy of Television
Arts and Sciences trustees meeting. Marriott
Marquis Hotel, New York. information: Trudy
Wilson, (212) 586-8424.

Nov. 8-9—Radio Advertising Bureau radio sales
university. Ramada InnvAirport East, Phoenix.
Information: (212) 254-4800.

Nov. 8-10—National Broadcasting Society/ Alpha
Epsilon Rho mideast and central plains regions
convention. Sheraton Plaza Hotel, St. Louis.
Information: Dianna Kirby-Clark, (314) 595-
4463.

Nov. 9-10—"Recording Acoustic Music with
Basic Equipment,” seminar sponsored by Jack
Straw Productions. Seattle. Information: Charles
Hamilton, (206) 634-0919.

Nov. 10—Ninth annual dinner-dance of Caucus
Jor Producers, Writers and Directors, featuring
presentation of Executive of the Year Award,
Member of the Year Award and Distinguished
Service Award. Los Angeles. Information:
(818) 792-0421.

Nov. 12—Presentation of seventh annual Nan-
cy Susan Reynolds Awards for "outstanding
portrayal on television of family planning, sexu-
ality and reproductive health,” sponsored by
Center for Population Options. Beverly Wilshire
Hotel, Los Angeles. Information: (818) 766-
4200.

m Nov. 12-13—"The End of the Modified Final
Judgement! Competing—Where No Cne Has

Gone Before,” conference sponsored by Probe
Research. Inc. Featured speaker: FCC Commis-
sioner Andrew Barrett. New York Marriolt Mar-
quis Hotel, New York. Information: {201) 285-
1500.

W Nov. 12.13—The Washington Journalism Cen-
ter conference for journalists. Subject: "Trans-
portation: Your Cant (Afford to) Get There
From Here.” Arlington, Va. Informaticn: (202)
337-3603.

m Nov. 12-15—Telecommunications Industry As-
sociation fall membership meeeting. Madison
Hotel, Washington. Information: Suzanne Van
Nosdall or Cathy Tavarozzo, (202) 457-4912.

W Nov. 13— Southern California Cable Associa-
tion 11th annual dinner. Dorothy Chandler Pa-
vilion, Los Angeles. Information: David Sears,
{213) 394-0477, or Bonnie Busekrus, (818)
990-6122.

m Nov, 13-14—CQOccupational Health and Safe-
ty Act compliance seminar sponsored by Na-
tional Cable Television Instirute. Information:
(303) 761-8554.

® Nov. 13-18—Avid Technology media compos-
er training classes. New York. [nformation: Kim
Hajjar, (617) 221-6789.

m Nov. 14—"Shaping the Message: The Art of
Media Manipulation,” meeting sponscred by
Women in Communications. Los Angeles Profes-
sional chapter. Information: (213) 640-1905.

m Nov. 14—"Who Decides What's On Radio,”
seminar sponsored by Center for Communica-
tion. Center for Communication Auditorium,
New York. Information: (212) 836-3050.

T e G S T LR e R e e, . S R Sk T

B Nov. 14—!nternational Radio and Television
Sociery Under-30's seminar. Theme: “Local
News Programing: An Analysis of News Con-
tent During Sweep.” Information: (212) 867-
6650.

B Nov. 14-17—American Adveriising Federation
western advertising leadership conference.
Hyatt Regency, Denver. Information: (415)
621-6867.

Nov. 14-17—National Association of Farm
Broadcasters annual meeting. Kansas City, Mo.

mNov. 15—Women in Cable, Michigan and
Northwest Ohio chapter. holiday charity celebra-
tion and officer elections. Lansing, Mich. Infor-
mation: Renee Yates, (313) 930-7277.

B Nov. 15-16—New Hampshire Association of
Broadcasters annual convention. Sheraton Ho-
tel, Portsmouth, N.H.

m Nov. 16—Natrional Associarion of Broadcasters
small-and medium-market roundtable meel-
ing. Raleigh-Durham, N.C.

m Nov. 18-20—Avid Technology media compos-
er training classes. New York. Information: Kim
Hajjar, (617) 221-6789.

B Nov. 19—American Women in Radio and Tele-
vision. New York City chapter, breakfast. Theme:
“The Entrepreneurial Woman in Television:
How to Make it When They Say You Can't.”
Intercontinental Hotel, New York. Information:
Linda Peliegrini, (212) 572-5234.

m Nov. 19—"Comedy in Radic Advertising,”
luncheon hosted by The Ad Club of New York
and Radio Advertising Bureau. sponsored by
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Best payout!

You get 60¢
percall.

Based on 2 minute
calls at 95¢ a minute.

Use the AccuCall 900 Service Bureau.

900# Profit

INSTASPORTS™ hotline now available.

® Perfect Date™ voice personals, Hurricane
Hotline™, soaps, lottery results, horo-
scopes, stocks, news and many more.

® Highly accurate 3-day forecasts and
current weather for 2001 U.S. & world
citles — updated hourly.

® The best sound and voice quality.

* 900 numbers also avallable for services
you generate.

Accu-Weather, Inc.

619 W. College Avenue, State College. PA 16801

(814) 234-9601 x 400 Fax (814) 238-1339
A Leader In Voice Information Services
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Fast Le

In its first two weeks in syndication, A Differen

New York WPIX. M-F 7:00pm gg_sio_q_\t_lﬂrﬂ__———’l: 'q:wﬁm
A DIFFERENT WORLD replaced Cheers and A DIFFERENT \{\:_c;i?_l‘-c?rsf p 24
increased time period ghare, by 3% in share from Its Ti©

over July 199/, fo Second week

Dallas- Pt.-Worth KXTX,-M-F6:30pm

Chicago WGN, M-F_5:00 pm A DIFFERENT WORLD s -
A DIFFERENT WORLD beats WFLD's KXT XS -numZ;r‘ 0]32 steip,
The COSby Show In head-to - head y g-

Competition and increased
10% in_Share from Its first +o
Second  weck

Philadelphia WIXF, M-F 5:30pm
A DIFFERENT WORLD increases
household share by 50%
over Hogan Fam'uly

lead-in.

Washingfon,D.C. WDCA, M-F_¢:30pm
A DIFFERENT WORLD is 40% ahead of
October 19905 Head O The Class share. [ncreageq

its own share delivery 16% from first
+o second Week.

Source: Nielsen (Detroit: Arbitron), household rating or share, as stated.
Based on A Different World week 2, 9/30/91-10/4/91.

VIACOM isa reg: of Viacom 2l Inc. © 1991 Viacam International 'nc. All fights ressrved
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World has already proven itself to be a class act.

Minneapolis KITN, M-F 6:30pm

Detroit WXON, M-F 7:00pm ~ .

A DIFFERENT WORLD beats Golden Girls in DIFFERENT WORLD'S
nead-to- head competition and is up 83% 17 Share is vp 50% over
chare over July 199! programming. October 1990 Pr'og_ramw{mg.
Houston KRIy,

M-F 5:00pm Atlanta WGNX, M-F 6:00pm

A DIFFERENT WoRLD A DIFFERENT WORLD'S ghare s up B3% over

beats The Cosby Show July 1441 programming. Establishes ifs own

‘ln heﬂd»-‘fo-heqq avdience b [mproving 38% over its Chaf[E,S In Charge

{ead -in.

Compefition ang ic
vp 43% In share
over July 1991 ‘
programming. Sacramento~Stockton KSCH, M-F 5:30pm

A DIFFERENT WORLD is KSCH's
half - hour strip all day [eng and 1ts sh%%?’ ':bsch%':cc' than

doyble that of July 1 ldprogramm'lng.

After four years on the network where it consistently
ranked in the top five, A Different World is now off toa

strong syndication start.



Group W Radio/Westinghouse Broadcasting and
The Interep Radio Store. Grand Ballroom of the
Plaza Hotel, New York. Information, (212) 935-
8080.

& Nov. 19—National Broadcasiing SocietylAlpha
Epsilon Rho New England region convention.
Emerson College, Boston. Information: Donna
Walcovy, (508) 626-4698.

8 Nov. 19—"Radio Night," sponsored by
Houston Association of Radio Broadecasters.
Wortham Center. Houston. Information: Kim

Clark, (713) 621-9401.

s Nov. 19—"The Entrepreneurial Woman in
Television: How to Make It When They Say You
Can't,” breakfast sponsored by American Wom-
en in Radio and Television. New York City chapter.
Information: Linda Pellegrini, (212) 572-5234.

Nov. 19—"The Road to Results." affiiate ad
sales workshop sponsored by MTV Network.
Sacramento, Calif. Information: Elizabeth Miro-
pol, (312) 565-2300.

Nov. 19—Cable Television Administration and
Marketing Society's Pay-Per-View 1991. Ana-
heim, Calif. Information: (703) 549-4200.

Nov. 19-22—Cable Television Administration and
Marketing Society sales management master
cgurse. Orlando, Fla. Information: (703) 549-
4200.

Continues on page 68.
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QUANTUM LEAP BACK

EDITOR: Regarding the Quantum Leap
‘‘gay” episode (BROADCASTING, Oct.
7), although many other, more colorful
phrases spring to mind, I can only say
that all parties involved could use a lib-
eral dose of backbone.

NBC could certainly withstand the fi-
nancial blow of any possible advertiser
pull-out from a single episode. It’s hard
to imagine an advertiser being so in-

censed that it stayed away from a popu-
lar high-quality program like Quantum
Leap. Although harder to quantify than
lost advertising revenue, NBC would
certainly register a gain in reputation and
credibility by striving to resist free TV’s
slide in banality.

The producers at Universal, whether
they tried to rush the script through or
not, need to follow the credo often cred-
ited to Davy Crockett: ““Make sure
you’re right, then go ahead.’” More than
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that, before the producers try to take too
righteous a stand, the situation begs the
question: why didn’t Sam jump directly
into the suicidal character? At other
times Sam has become female, black,
very young or very old. It has been
recently reported that he will soon be
jumping into a chimpanzee's life. Are
we supposed to buy Sam as a lower
primate more easily than Sam as a ho-
mosexual? You lost an opportunity to
put forth some compelling television.
To the industry in general: please
don’t underestimate your audience.
Common wisdom aside, lowest common
denominator and short-term dollars are
not the proper guideposts. Remember
that you’re riding on the public airways.
If free TV is to survive the influx of new
technology, quality, humor and intelli-
gence are needed now more than ever.—
Mary Frederickson, Newhall, Calif.

FEE DEFEAT

EDITOR: We are pleased the FCC has
finally decided to exempt noncommer-
cial radio and TV station personnel from
the $35 operator permit fee. However, it
would be most hypocritical for the FCC
to take credit for the reprieve.

During meetings and discussions with
FCC staff and contact with Congress,
we got the pat response that the pressure
was on all divisions of the federal gov-
ernment in 1990 to generate new reve-
nue streams—including this new fee for
a literal rubber stamp on a card whose
holder’s name isn’t even kept on file
anywhere.

Credit must go to Representative
Mike Oxley (R-Ohio) for introducing
the noncommercial exemption bill in the
House, which passed easily on Sept. 24,
Even before it had a chance to be voted
on in the Senate, the FCC realized its
inevitability and shortcut the process by
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approving the exemption itself in Octo-
ber.

With so many legal precedents for
favorable treatment 0 noncommercial
stations over the years, why didn't the
FCC realize back in 1990 that it was
Congress’s intent that noncommercial
stations be exempt—as the FCC itself
concluded in its recent reversal? The an-
swer, and moral to the story, is that the
FCC won’t respond to disadvantaged
groups until they can enlist congression-
al pressure.

The epilogue after a year and a half of
agony: Thousands of college students
and other volunteers have paid fees out
of their own pockets (because their poor
stations could not cover $35 for each
new DJ of the literally dozens who come
on board each semester). They will not
be reimbursed. Untold thousands more
students were discouraged from entering
college broadcasting in favor of other
extracurricular activities that lack a fee.
But justice is finally done.—Glenn Gui-
macher, executive director, National As-
sociation of College Broadcasters,
Providence, R.1.

THANK-YOU NOTE

EDITOR: | am writing to tell you about
the incredible generosity of several com-
panies and/or individuals in the broad-
casting-communications field.

As chairman of a program called **Art
for Children’s Survival,”” we received
donations of artwork from 124 leading
artists. A beautiful catalogue avas creat-
ed and an auction was held at Sotheby’s
on Sept. 19. The art community united
on this project. All indications were that
with great work and a fabulous cata-
logue we would have a successful event.
However, 1 realized that unless collec-
tors and supporters of UNICEF were
informed about this effort, we would be
doomed to failure. How could we
achieve this? Who should we turn to?
Who could help?

First, Media Distribution Services
agreed to run a list and set of labels of
art and society editors at all major news-
papers and magazines in the United
States. It also provided a list and set of
labels for all of the television and radio
producers in the tri-state area. Then Bob
Kimmel of News Broadcast Network
agreed to produce and satellite a 60-
second audio news release to 2,300 ra-
dio stations in the United States. At the
same time, Broadcast News Ltd. agreed
to satellite this tape to 400 radio stations
in Canada. Dick Cunningham of Broad-
cast Productions Inc. agreed to produce
and edit an approximately two-minute

video news release. Dick filmed the pre-
view of the artwork on Sept. 5 and the
press conference on Sept. 12. He then
edited the tape and turned over a master
to Medialink.

Medialink satellited this tape to over
700 television stations in the United
States on two different days leading up
to the auction. Canada Newswire Ltd.
agreed to inform 78 stations throughout
Canada of the Medialink satellite feed,
providing the necessary coordinates for
pick-up in Canada. From the Medialink
satellite, Worldwide Television News
requested a master tape for transmission
to Europe and Asia.

Also, Premier Productions requested a
master for possible inclusion in the Con-
tinental Airlines in-flight program, Con-
tinental Profiles. The Associated Press
agreed to do a story on the project, as
did numerous newspapers around the
United States. Burrelles agreed to pro-
vide us with two months of its clipping
service for any articles appearing in
newspapers or magazines. R.R. Bowker
donated a copy of the BROADCASTING
YEARBOOK, which was most useful.
Without the incredible support from the
broadcasting-communications field, no-
where near the number of people who
read or viewed features on ‘“‘Art for
Children's  Survival’’ would have
learned about the project. The ramifica-
tions of everyone’s help are still being
felt.

We raised close to a quarter of a mil-
lion dollars. This will save thousands of
children’s lives.—Paul M. LaBell, Paul
LaBell Editions inc., New York.

SPECIAL CASE

EDITOR: Harry R. Shriver writes of the
*‘realities of the marketplace’ (“‘Open
Mike,”” Sept. 30). Is it a ‘*marketplace
reality”” to have a federal agency restrict
the number of new entrants in order to
protect those already in the business? It
appears to me that the FCC’s job is to
insure that any new station does not
cause radio interference with any exist-
ing station. It is not the FCC’s job to
restrict the number of stations so every-
one can make money. That is the job of
economics. If interference consider-
ations allow the construction of a new
station, but economic considerations do
not, don’t build the new station!

I often see people expounding the vir-
tues of a2 market economy in every in-
dustry but theirs. Sure, a market econo-
my is great, but my industry is special.
Do we think market economics works or
not?>—~Harold Hailikainen, president,
Hallikainen & Friends, San Luis Obis-
po, Calif.
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OP OF THE

Iiks

he Senate confirmation hearings on Su-
preme Court Justice Clarence Thomas
swept through the broadcasting industry
like a tornado starting 10 days ago, turning
everything upside down for an exhausting five-
day period that seemed much longer.

CNN photos

tively cost the networks between $15 million
and $20 million in lost advertising revenue (see
story, page 25). CBS, which had at last been
enjoying high ratings on its trouble-plagued
baseball contract, suddenly saw its ratings plum-
met as viewers switched to the hearings. Fox

By any reckoning, it was not a typical week. I Broadcasting Co. saw its fledgling Saturday
Weekday and prime time pre-emptions collec-

CBS, AFFILIATES TO RE-EXAMINE ‘PARTNERSHIP.

In wake of predicted $100-million loss this year, more compensation cuts are likely
as committee explores options including affiliate equity interest in network

espite recent ratings gains, CBS's

D financial condition is so poor that
it probably can’t survive in its
current form. That was the botiom-line
assessment of high-level network offi-
cials who met with members of the net-
work's affiliate advisory board in Wash-
ington. The company’s senior vice
president for finance, Peter Keegan,
suggested in a presentation last week
that the network would post a pre-tax
loss for 1991 of more than $100 million.
As a result of the network’s financial
plight, the advisory board agreed to
form a special committee to take a top-
to-bottom look at the network-affiliate

Broadeasting Oct 21 1991

relationship. Changes are clearly expect-
cd, including the possibility that affili-
ates would acquire one or more picces of

the network. Further reductions in the |

network’s  $120-million compensation
pool are also expected.

CBS confirmed last week it was elim-
inating $6 million in remaining compen-
sation for sports programing. It had pre-
viously climinated comp for such high-
cost programs as NFL football, Major
League Baseball and the Olympics.

The so-called blue ribbon committee
has a mandate to come up with recom-
mendations to make the network-affili-
ate ‘‘partnership mor¢ relevant to the

Continues on page 24.

business conditions that both sides arc
feeling at the moment,”’ said Mick
Schafbuch, vice president and general
manager of KOIN-Tv Portland, Ore., and
chairman of the CBS affiliates advisory
board.

Schafbuch has appointed board mem-
ber E. Berry Smith, senior vice presi-
dent, broadcasting, Schurz Communica-
tions, to form the committee. In addition
to those two executives, all past active
board chairmen will serve on the com-
mittee, including Phil Jones, president,
Meredith Broadcasting; Ben Tucker, ex-
ecutive vice president, Retlaw Broad-
casting; Guy Main, vice president and

Top of the Week 23




general manager, WCIA-TV Champaign,
Ill., and Red Martin, president, WCAX-
TV Burlington, Vt.

Current officers of the board will also
serve on the committee, including
Schafbuch, Cathleen Creany, vice presi-
dent and general manager, WTVH(TV)
Syracuse, N.Y., and John Greene, se-
nior vice president, Capitol Broadcast-
ing, Raleigh, N.C.

‘“The bottom line here is we’ve got to
preserve the system of free over-the-air
television, which is in real jeopardy,’’
said Schafbuch. He said the idea of the
affiliates acquiring a piece of the net-
work came up in conversations among
board members after the meeting with
network executives Oct. 10-11 in Wash-
ington. “‘I can assure you that is an idea
I would bring to the agenda to the blue
ribbon committee,’’ said Schafbuch.

He also said network officials have
made it clear they would entertain pro-
posals along those lines. ‘“The network
recognizes those are very real discussion
points, It’s going to be a wide-ranging
look at all facets of our relationship,
including compensation, programing,
promotion, advertising and news,”’ said
Schafbuch. ‘“*“Wouldn’t it be interesting
to see the affiliates owning two hours of
CBS This Morning, or the news divi-

="

sion? Clearly we have some common
interests in the newsgathering area.’”
Keegan told board members that the
network had underestimated losses in
both revenue and profits for 1991, Reve-
nue will drop about 8% for the year
instead of the originally projected 2%.
The board came away from the meet-
ing with the clear impression that CBS
will continue to aggressively target the
cost side of the business, with the excep-
tion of program development, which ac-
counts for about 80% of all network
costs, said Schafbuch. The affiliate
board was told that CBS will cut a total

of $100 million in operating costs in
1991.

Keegan cited a Wertheim-Schroeder
report predicting that the three networks
would earn a total of just $59 million in
pre-tax profits in 1991. Contacted last
week, Wertheim broadcast analyst Da-
vid Londoner said that report was out-
dated and did not include a huge write-
down that CBS will make against sports
rights for the year.

While it is unclear at this point how
large that write-down will be, it will
clearly mean a combined three-network

' loss for the year, the first time that has
, happened in modern broadcast history,
"said Londoner.

By comparison, the
three networks had profits of over $650
million in 1989 and $270 million in
1990, according to the Wertheim report.
Londoner said he had projected a $135-
million loss for CBS before the network
announced it would take a sizable write-
off for the year. ABC, he said, may earn
$130 million on the year, while NBC
may ¢arn $150 million.

The CBS managers who attended the
affiliate board meeting declined to com-
ment on the talks, beyond confirming
the establishment of the committee and
the elimination of the remaining sports
compensation. -5m

THOMAS ON TV

Continued from page 23.

morning kid’s schedule get a big ratings
boost as the other networks pre-empted
their regular lineups. The Public Broad-
casting Service scored unusually high
ratings for its unblinking coverage of the
hearings. And local stations pre-empted
their own news and syndicated program-
ing to stick with the heated testimony.

Among the broadcast networks, NBC
News pre-empted the most programing.
The network aired about 30.5 hours of
hearings over the five-day period, while
ABC chalked up 23 hours and CBS tal-
lied just under 13. NBC in some ways
had the least to lose by pre-empting the
dayparts, because its daytime and Satur-
day morning schedules have been the
lowest rated of the three networks.

NBC News Executive Vice President
Don Browne said the network’s decision
to devote so much time to the story was
based on what the news division saw as
an unusual convergence of topics, in-
cluding race, sex and government.

“Very rarely had we seen anything
like this where all of these issues con-
verged in one place at one time,”’ said
Browne, “‘It was just an extraordinary
ongoing event that was more revealing
than a thousand stories that we could

have done individually. We hadn’t seen
a moment like that since Watergate.’’

Pre-emptions were costly not only for
the networks but also for local stations,
many of which stayed with the hearings
in place of local news and syndicated
programing.

““A lot of stations took a short-term
hit on the lost inventory, but most sta-
tions decided it was in their best interest,
from an image viewpoint, to carry the
network live,”” said consultant Steve
Ridge, vice president at Frank N. Magid
Associates. ‘‘Local stations that were
concerned about being the dominant
source in their market needed to make
that statement, regardless of the lost rev-
enue.”’

At least one ABC affiliate, wCVB-TV
Boston, demanded that the network pro-
vide even more coverage than it had
planned. On Sunday, Oct. 13, as charac-
ter witnesses were testifying on behalf of
Thomas, ABC attempted to cut off its
West Coast feed at 10 p.m. ET to enable
a return to the usual prime time sched-
ule. WCVB-TV’s news director, Emily
Rooney, said ABC changed its mind and
allowed stations to pick up the West
Coast feed following threats that the
Boston station would switch to a CNN
feed in place of the network schedule.
She was one of many local news direc-

tors who placed great importance on
coverage of the hearings.

*‘In the minds of many local editorial
decisionmakers, the issues before the
Supreme Court, and the nature of the
Supreme Court itself, made it a story of
strong interest,”’ said Tim Rudell, vice
president of Conus Washington. Audi-
ences have gut-level reactions to Su-
preme Court stories, he added, because
of the impact that the court has on abor-
tion rights and other concerns.

The Thomas coverage appeared to at-
tract viewers who were not normally
drawn to political programing. C-SPAN,
which provided gavel-to-gavel coverage
of the hearings to its cable audience,
reported that 440 of the 700 viewers who
participated in live phone-ins were first-
time callers.

“It is much more of a local story
when there is something dramatic hap-
pening with the Supreme Court than
with other activity in Washington,”’ said
Conus’s Rudell.

The network news divisions had been
hesitant to announce coverage plans at
the outset, but their commitment to the
story became clear when each presented
at least nine hours of testimony on the
opening day of the hearings on Friday,
Oct. 11. More than 30 million homes
watched the Thomas hearings on the
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broadcast networks on opening night,
according to A.C. Nielsen data.

PBS, which presented about 44 hours
of coverage in a joint arrangement with
National Public Radio, scored some un-
usually high numbers. Public TV did
particularly well on Sunday, Oct. 13,
when the broadcast networks abandoned
the hearings to return to regularly sched-
uled prime time programing. PBS
scored an 11.4/17 on Sunday in 12 over-
night markets, four times the usual 2-3
prime time rating for the service. Non-
commercial station KCET-TV Los Ange-
les scored ils highest-ever prime tlime
rating with an average 1 1.4/18: WNET-Tv
New York also topped its own record
with a 13.7/20, while KAET-TvV Phoenix
recorded a 17.7/27 Sunday night rating.

Fox Broadcasting also benefited from
the altered network schedules, managing
to chalk up high ratings for its Saturday
morning children’s lineup. The company
last week boasted that its ratings were up
29% among kids 2-11 in the daypart,
averaging a 3.6 season-lo-date rating.

Hearings vs. baseball on (BS

Thomas coverage at times proved to be
particularly problematic for CBS, which
found itself contractually obligated to air
post-season Major League Baseball. The
post-season games on CBS so far have
been a roller coaster of highs and lows

“It was just an
extraordinary
ongoing event that
was more revealing
than a thousand
stories that we
could have done
individually.”’

—NBC News executive vice
president Don Browne

for the network. Prior to the Thomas
hearings, CBS post-season prime time

bascball ratings were up about 6% over |

last year. But once the Thomas hearings
began, naysayers were quick to label
low playoff ratings as the latest problem
in CBS’s closely scrutinized, trouble-
plagued $1.06-billion baseball contract.

On the opening night of the hearings,
CBS found its Friday night American
Lecague playoff game up against cover-
age of Thomas's most dramatic testimo-
ny on ABC and NBC. CBS News an-
chor Dan Rather cut into the game via

| split-screen with four special reports,

but many viewers stay tuned to compet-
ing sources for uninterrupted coverage.
The Oct. 11 game wound up scoring

record low 10.11 rating /9 share playoff
number.

The following night's American
League game scored even lower with a
9.0/17, while the National Lcague play-
off game earlier that afternoon had a 7.6
rating. Sunday afternoon’s title-clinch-
ing American League game, which ran
so long that it pre-cmpted the network's
high-rated 60 Minutes, had an 8.8 rat-
ing. Game four of the National League
playoffs averaged an 11.3 on Sunday
night, when a sizable chunk of the view-
ing audience tuned into PBS coverage of
the Thomas hearings.

Once the Thomas hearings were out
of the way. however, things once again
began 1o look up for the CBS post-sea-
son baseball schedule. In its favor was
the hotly contested National League
playoffs, which went to a full seven-
game series. On Wednesday night, the
cliffhanging game six of the best-of-sev-
en National League championship series
scored an 18.3/31, the highest-rated
playoff since 1988. The high rating
helped CBS win the night, safely ahead
of NBC's 13.1/22 and ABC’s 11.6/19.
In Atlanta, the game did a 51.0/71.

CBS wrapped up its playoff coverage
on Thursday night, winning the night
with a 19.8/32 national rating. In Atlan-
ta the game did a 62.0/80. Preliminary
1991 playoff ratings were 12/22, up 2%
from last year. B

NETWORKS LOOK TO RECOUP ADS LOST TO HEARINGS
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I t has become a costly tradition in broadcasting that during
events of national importance advertising goes out the
window. The Clarence Thomas confirmation hearings were
no exception, as ABC, NBC and CBS [ost an estimated $15
miklion to $20 million in ad revenue and will likely spend the
next few weeks sorting out just how much was lost forever
and how much will be made up in make-goods.

On a network-by-network basis, ABC is said to have lost
$6 million in ad revenue, NBC was down $5.8 million and
CBS, whose losses were slightly less because it aired less of
the hearings than the other networks, lost $3.5 million. On
the cable side, CNN put its losses at over $1 million. The
numbers include inventory lost but not estimated value on
future inventory that will have to be used for make-goods.

The number of pre-emptions that will have to be made up
in make-goods will probably be determined in the next few
weeks. The networks will have to figure out how many
stations carried live coverage versus regularly scheduled
programing, and how many West Coast stations were able to
air part or all of their Friday, Oct. 11, prime time schedules.

There is also a question of how many advertisers will
choose to cancel their orders entirely, altkough media buyers
did not think many would take that route. Julie Fricdlander,
senior vice president, Ogilvy & Mather, said that ‘‘unless the
marketplace [in a particular daypart] is sold out, most of that

money will get made-good.”’

The networks could still iose money from their Thomas
hearing coverage even if the majority of advertisers take
make-goods. Unlike last year, when commercial pre-emp-
tions during war coverage had many anticipating an artifi-
cially tightened scatter market, this year’s market is alrcady
tightening, and the networks, according to one executive,
will lose money from providing make-goods. Said David
Poltrack, senior vice president, CBS: ‘‘Most advertisers will
take make-goods; however, in order to give them those
credits we have to use future inventory that we could have
sold and give it to those advertisers.’” According to Poltrack,
the marketplace is “‘particularly’’ strong. **We are going to
have to take inventory that could have been sold at prices
better than upfront and use it for make-goods.”’ This would
not have been a problem last year, during the war, when the
market was soft, he added.

Unlike the networks, local stations wete likely scrambling
to provide make-goods as soon as spots were pre-empted.
One network affiliate in a top-20 market said his station had
to use 120 spots donated to it by the promotion department
for make-goods. Under the terms of a typical local station-
syndicator agreement, local stations will also have to provide
make-goods for the syndicated programing that was pre-
empted for hearing coverage. e
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NETWORKS PRIMED FOR BATTLE

Two-parters and mini-series are mingled with special
programing, including another CBS retrospective

Ithough the networks have gener-

ally focused their attentions dur-

ing recent Sweeps more on series
than stunting, the upcoming November
sweeps features its share of special pro-
graming, including another Ciassic
Weekend from CBS, a mini-series and a
Barbara Walters special from ABC and a
Kenny Rogers mini-series from NBC.

ABC, which has concentrated the
most on series strength during the
sweeps, will feature two-part stories on
several of its series. Sweeps programing
begins on Saturday, Nov. 2, with a two-
hour episode of The Commish. On Sun-
day, Nov. 3, ABC airs the first part of
its four-hour mini-series False Arrest,
starring Donna Mills and Robert Wag-
ner. The mini-series concludes with part
two on Wednesday, Nov. 6, also at 9-
11. On Monday, Nov. 4, MacGyver airs
part one of a two-part episode, with part
two scheduled to air the following Mon-
day. A special two-part episode of Rose-
anne airs on Tuesday, Nov. 5, with the
second part to air the following Tues-
day.

Also on the 5th, in what has become
an ABC staple during the sweeps
months, a Barbara Walters special airs,
with interviewees Bette Midler, Richard
Gere and Angelica Huston scheduled to
appear. The network airs part one of a
special two-part Who's the Boss on Sat-
urday, Nov. 9, with the second part to
air Saturday, Nov. 16. Three made-for-
television movies featuring ABC stars
make up the remainder of ABC’s sched-
uled sweeps programing. The ABC Sun-
day Night Movie on Nov. 10 stars Judith
Light in Wife, Mother, Murderer. On
Wednesday, Nov. 13, Roseanne and
Tom Amold star in Backfield in Motion.
And Susan Lucci, from All My Chil-
dren, stars in The Woman Who Sinned,
set to air on Sunday, Nov. 17.

CBS’'s sweeps strategy is anchored by
Classic Weekend 11, another retrospec-
tive of CBS’s past glory. The first aired
last February to heavy ratings. On Satur-
day, Nov. 23, at 10-11 p.m. The Bob
Newhart 20th Anniversary Special airs.
On Sunday at 9-11 p.m. The Very Best
of Ed Sullivan II is scheduled and on
Monday, Nov. 25, Memories of
M*A*S*H at 9:30-11,

CBS’s other sweeps programing in-
cludes a four-hour miniseries, In a
Child’'s Name, starring Valerie Bertinelli
and set to air Sunday and Tuesday, Nov.

Sweeps ammunition includes ABC's ‘False Arrest’ (1) starring Donna Mills and CBS's
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remembrance of ratings winners past, including ‘M*A*S*H’

17 and 19, as well as a slate of made-
fors and theatrical releases. The theatri-
cals set 10 air include Crocodile Dundee
I on Saturday, Nov. 2, Above the Law
on Saturday, Nov. 9, Who Framed Rog-
er Rabbit? on Tuesday, Nov. 12, and
Planes, Trains and Automobiles on Sat-
urday, Nov. 16.

The network’s lineup of made-fors in-
cludes The Rape of Dr. Willis, stamring
Jaclyn Smith and set to air Sunday, Nov.
3, Posing, starring Lynda Carter, Mi-
chelle Green and Amanda Peterson,
scheduled for Tuesday, Nov. 5, and My
Son Johnny, starring Michele Lee and
Rick Schroder, slated for Sunday, Nov.
10.

CBS also has one special scheduled
for Nov. 23 at 8-10: A Party for Richard
Pryor hosted by Eddie Murphy.

NBC is pinning its sweeps hopes on
two actors reprising former roles, as
well as a list of made-fors, theatricals
and almost an entire night of comedies
with a recurring storyline.

The Luck of the Draw: The Gambler
Returns sees Kenny Rogers returning in
his familiar role for this four-hour mini-
series set to air on Sunday and Monday,
Nov. 3 and 4. The movie also stars Reba
McEntire, Rick Rossovich and Jere
Bums. The other character reprisal is
Robert Stack in The Return of Elliot
Ness. Charles Durning and Lisa Hart-
man co-star in the two-hour movie,
scheduled for Sunday, Nov. 10.

Other made-fors include Deadly

Medicine, starring Veronica Hamel (5.
Elsewhere) and Susan Ruttan (L.A.
Law), slated for Monday, Nov. 11;
Chance of a Lifetime on Monday, Nov.
18, featuring Betty White and Leslie
Nielsen; Deceptions: A Mother's Secret,
scheduled for Sunday, Nov. 24, and
starring Steven Weber and Katherine
Helmond, and A Mother’s Justice on
Monday, Nov. 25, with Meredith Baxter
and Carrie Hamilton in starring roles.

The network also has scheduled the
broadcast debut of ““Back to the Future
III"” for a double airing during Novem-
ber, with the first showing set to air on
Sunday, Nov. 17, and the second airing
to follow on Friday, Nov. 22.

On Saturday, Nov. 9, NBC has
scheduled an hour version of The Gold-
en Girls along with Empry Nest and
Nurses from 8-10 with all three carrying
a similar storyline. Hurricanes hit, and
characters from all three shows inter-
mingle throughout the three series.

For Fox, the November sweeps in-
cludes two-part episodes of both Roc
and Married...with Children, the broad-
cast premiere of Working Girl and a
schedule change affecting both Friday
and Saturday night (see story, page 31).

The two-part storyline of Roc airs on
Sunday, Nov. 24, and Dec. t. The two-
part episode of Married...with Children
is scheduled for Sunday, Nov. 10 and
17. Fox’s broadcast premiere of “*Work-
ing Girl’” airs on Monday, Nov. 11, at
8-10. -5¢
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FOUR TOP COMPANIES LOSE LICENSES IN U.K. AUCTION

British broadcasting shaken up by new franchise allocation,; Disney in winning group

commercial television franchise auc-

tion, in which 40 bidders chased 16
channel 3 licenses, four incumbent ITV
companies, Thames, TVS, TSW and
TV-am, have lost their licenses to chal-
lengers. The event that was to dislodge
what former Prime Minister Margaret
Thatcher considered one of the last bas-
tions of restrictive practice in Britain has
brought confusion and rancor among
broadcasters, particularly losers, who
question the intentions and methods of
the hybrid free-market system of fran-
chise allocation. The new era of British
commercial TV is to offer a wider vari-
ety of broadcasting and a greater scope
for the independent production sector.

The new licensees will begin broad-
casting in January 1993,

The Independent Television Commis-
sion’s (ITC) long-awaited announce-
ment on Oct. 16 sent shock waves
through the television community as
well as the stock market. Central Televi-
sion claimed its license unopposed for a
sum of £2,000 per year for the ITV’s
second most profitable region, Thames
Television was outbid by rival upstart
Carlton Television, and Granada held
firm despite being outbid by more than
£20 million. TVS’s mammoth bid of

I n the final tally of the great British

£59.7 million was judged too high, and
the franchise awarded to second-highest
bidder Meridian (£36.5 million).

ITC Chairman George Russell admit-
ted that the upheaval was bound to be
unsettling and said he expected ITV rat-
ings to drop against the BBC over the
next two years until the new regime
steadies itself.

The decisions were based on the high-
est cash bids of applicants who were
deemed to have passed a ‘‘quality
threshold’” of program and business via-
bility. In eight cases, the ITC awarded
licenses to underbidders, disqualifying
higher bidders at the “‘quality thresh-
old.”’ The ITC is not required to disclose
details of its decisions, leaving many
disgruntled bidders powerless to launch
a formal complaint.

The specter of legal action now
looms. Virgin-backed CPV-TV, the
highest bidder for the London weekday
franchise, is thought to be seeking a
judicial review of the ITC’s decision, as
are TV-am and TSW, dismissed by the
ITC on the grounds that the company
could not sustain the proposed service
throughout the license period.

Walt Disney, part of the Sunrise con-
sortium bid for the national breakfast-
time license, was the only American

winner; the group beat out incumbent
TV-am and fellow challenger Daybreak
TV with a bid of £34.6] million per
annum. With a 15% stake in the new
breakfast broadcaster, Disney joins
LWT, the Guardian and Scottish TV in
the consortium; 30% of the shares are as
yet unsubscribed.

Some analysts fear extremely large
bids could backfire if ambitious winners
are unable to meet the high price of their
bids over the license period.

Sunrise, in addition to its £34.61-mil-
lion-per-year bid, will also be loaded
down with a 15% levy on advertising
revenue payable to the government. One
city analyst estimates that, by 1993,
Sunrise will be paying £48.8 million per
year, or £32 million more than TV-am is
paying now.

A bitter TV-am Chairman Bruce Gyn-
gell lashed out at the blind-bidding sys-
tem. His company bid only £14.2 mil-
lion and predicted that Sunrise would go
bankrupt by 1994, the year that the mor-
atorium on franchise takeovers is lifted.

Losing incumbents may now consider
alternatives for the future, including re-
forming as large independent production
houses, as channel 5 bidders or as satel-
lite-provided pay television operations.

Evropean Correspondent Meredith Amdur

A NEW WORLD ORDER FOR TELEVISION?

Fox global fanfare latest example of ad-hoc programing relationships
among broadcasters becoming permanent alliances, but question remains
whether advertisers really want simultaneous global spots

s the intermational TV market-

place has matured it has also lost

some hype. But the maturing of
relationships among the world’s broad-
casters ironically gave the MIPCOM
market last week (see page 53) its big-
gest announcement, that the first world-
wide network was being attempted by
News Corp.’s Fox unit,

In fact, Fox had begun discussions
with the world’s broadcasters back in
April, but, said Fox Broadcasting Presi-
dent Jamie Kellner, it wasn’t until last
week in Cannes that the full range of
ideas were “‘floated.”’

“Now,”” Kellner told BROADCAST-
ING, ‘‘we are waiting for them to get
back to us with their ideas."”

The Fox plan thus is still in the pre-

liminary stage, but Kellner said Fox.pro-
posed that it produce the programing,
consisting of mini-series, movies and
other **big event’’ programs. Only a few
days of programing out of the year
would reportedly be undertaken by the
network in its first year.

But even the preliminary plan has two
elements that distinguish it from existing
formal relationships among broadcast-
ers. One, according to reports, is that the
shows would be broadcast simultaneous-
ly. Although programing would presum-
ably be delivered by satellite, said
Kellner, it was not yet decided how dif-
ferent dubbed or subtitled versions
would be sent to each country.

The other new element in the Fox plan
being reported is that in exchange for

producing programing, Fox would be
given 50% of the commercial availabil-
ities.

Paul Isacsson, executive vice presi-
dent of Young & Rubicam, said adver-
lisers can already run ads globally at the
same time but not on the same program:
*“The time for this idea is probably bet-
ter now than it has ever been, and it is
oné that I would probably support,”” But
Amie Semsky, executive vice president
of BBDO Worldwide, which places ads
for such global consumer product com-
panies as Gillette and Pepsi Cola, said
there has been little if any demand for
single-source global TV availabilities.
Gillette, for instance, which with some
fanfare in 1986 bought simultaneous ad-
vertisements from News Corp.’s Fox,
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Sky Channel and Australian Ten net-
work, has not made a similar buy since.

Formal alliances among broadcasters
are not new. The World International
Network, a 2l-member consortium
whose members have first rights on pur-
chasing made-for-TV movies and mini-
series, has already created 36 projects,
with production taking place in the Unit-
ed States, Italy, Spain and Canada.

Many other U.S.-based broadcasting
and entertainment companies have for-
mal ties with foreign broadcasters. CBS
has long-term agreements with Tokyo
Broadcasting System for sports and for
news and public affairs programing. But
the just-announced CBS-TBS documen-
tary series co-production Spies was un-
dertaken outside of either agreement,
said CBS Enterprises President Jim
Wamer: ““The formal agreements are
relatively easy to do...it is the relation-
ships between people, especially cre-
ative people, that are hard to do. Once
the chemistry is right, you’ll go back to
those people again and again,- whether
you have a formal deal or not.”’

William Saunders, Twentieth Century Fox
Television International president, per-
forms at a dinner hosted by the mayor of
Cannes. The event was the first of planned
annual dinners to honor MIPCOM exhibi-
tors from a single country. Others repre-
senting U.S.-based attendees included (l-r):
Rainer Siek, CBS Broadcast International se-
nior vice president, sales and marketing;
Michael Solomon, Warner Bros. Interna-
tional TV Distribution president, and Xavier
Roy, head of MIPCOM organizer, MIDEM.

Also somewhat skeptical of formal al-
liances was Westinghouse Broadcasting
International’s Cathy Malatesta, vice
president of sales and marketing. She
said that there are new players still com-
ing on the scene whom she was not yet
ready to freeze out by forming alliances
with their established competitors.

But formal agreements are likely to
increase in number simply because
many broadcasters have by now done
several co-preductions deals with each
other. Also, guaranteed distribution will
allow broadcasters to lessen the risk of
expensive programs.

Hearst Entertainment International
President William Miller said that within
the next 30 days, he expects to formalize
arrangements with some broadcasters
that might include both the submission
of material and the selection of projects.
*‘These deals are increasingly important
to a company like ours,” said Miller,
*‘because with the American market be-
ing dominated by the ‘haves,’ it is hard
for us to get in the game without laying
off such enormous risks.”’ -

DANFORTH SURE OF S. 12 PASSAGE

Senator thinks cable reregulation legislation may pass
this year and may even survive possible presidential veto

wo days after winning the bitter

struggle to confirm Clarence

Thomas’s Supreme Court nomina-
tion, Senator John Danforth (R-Mo.)
was ready to turn his attention to com-
munications issues, especially cable re-
regulation. The ranking minority mem-
ber of the Commerce Committee
predicted passage of the Senate’s cable
bill (S. 12) in a luncheon speech to the
Federal Communications Bar Associa-
tion last Thursday (Oct. 17).

*‘I am convinced that this is going to
happen. I think there is a good chance
that it might happen this year,”’ he said.
“It’s very likely the President will veto
the bill. We know the President has won
23 straight veto battles. But [ think
there’s a very good chance that this will
be the second battle the President will
lose, after the civil rights bill,”* another
Danforth-sponsored bill opposed by the
White House.

Danforth voted for the 1984 Cable
Act to deregulate the cable industry. But
today he says the act was a failed experi-
ment, passed with the expectation of
eventual competition from other multi-
channel media. What developed instead
was an ‘‘unregulated monopoly’’ charg-
ing high rates and providing poor cus-

g

John Danforth optimistic about §. 12

tomer service, he said.

S. 12 has been ready for a floor vote
since late July, but the Thomas nomina-
tion, appropriations and several other is-
sues have kept the bill low on the priori-
ty list. It is now expected to come to
vote—and win easily—in early or mid-
November.

The senator was most sharply critical

of cable service rate hikes since passage
of the 1984 bill, which he blamed on a
lack of competition. *‘Cable operators
would have you believe that they face
competition because people could watch
their aquariums or play Parcheesi or read
a book. This is close to the testimony
we’ve received from cable companies
when they come to the Commerce Com-
mittee,”’ he said. ‘‘They can do almost
anything they want with their lives—go
to McDonald’'s—as an alternative to
watching television.”’

S. 12 gives county and city govern-
ments rate regulation authority in areas
without “‘effective competition’” or in
communities where houscholds do not
have access to a second multichannel
service (a second cable system, wireless
cable or satellite programing) and sever-
al broadcast TV signals. Danforth said
the FCC’s new effective competition
definition approved last June, which re-
quires only six broadcast signals, is too
weak.

Danforth also spoke in favor of S.
12’s retransmission-consent and must-
carry provisions as tools to treat declin-
ing profitability for large and small
broadcasters.

With the S, 12 vote nearing and the
introduction of similar retransmission-
consent and rate regulation bills in the
House, the National Cable Television
Association fought back with an adver-
tisement in the Oct. 16 Washington Post
attacking retransmission consent and the
three major TV networks. -aMs
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INOUYE NOW OPEN TO STEVENS AUCTION PROPOSAL

Senate Communications Subcommittee members criticize Dole plan;
NAB’s Fritts supports Stevens’s amendment at hearing

D aniel Inouye (D-Hawaii), chair-
man of the Senate Communica-
tions Subcommittee, said he is
now willing to consider legislation ap-
proving spectrum auctions.

The Senate has delayed voting on S.
218—a plan (introduced in the Senate by
Inouye) to transfer 200 mhz of govern-
ment-controlled spectrum to the private
sector, already approved in the House—
to study the feasibility of spectrum auc-
tions to allocate some or all of the 200
mhz. The subcommittee heard strong
endorsements for auctions from the ad-
ministration and the FCC during a hear-
ing last Thursday (Oct. 17).

Wide support appears to be shifting
toward subcommittee member Ted Ste-
vens's (R-Alaska) amendment to S. 218,
which would authorize auctioning of 45
mhz. The amendment is designed to test
the reliability of auctions as an alterna-
tive to competitive bidding and lottery
methods for spectrum allotment.

Auctions are also supported by the
Bush administration and many congres-
sional Republicans for deficit reduction.

‘[ think [the Stevens amendment] has
great merit. [ wouldn’t want to close my
mind and say that I'm just against com-
petitive bidding in total,”” said Inouye,
who has opposed past auction proposals.
““Too many of my best friends have
indicated that in their judgment it is mer-
itorious. I want to give this proposal an
opportunity to be tested.’’

**It is probably only a matter of time
before Congress will act to authorize
some form of competitive bidding,"
Stevens said. ‘‘I firmly believe that this
committee, with its expertise in compet-
itive bidding, should act first before
competitive bidding is swept into the
next budget crisis where telecommunica-
tions policy would be given short
shrift.””

Pressure to pass S. 218 with the Ste-
vens amendment is being created by Mi-
nority Leader Robert Dole (R-Kan.).
Most senators and hearing witnesses, in-
cluding subcommittee Republicans, re-
jected Dole’s proposal to use spectrum
auctions as a way to fund an extension in
unemployment benefits. The Dole plan
was rejected by the Senate last month
(BROADCASTING, Sept. 30), but could
re-emerge if an expected Bush veto of
the Democratic unemployment benefits
bill is sustained.

1 very much want S. 218 to become

law this year if at all possible,’” Inouye
said.

Commerce Secretary Robert Mos-
bacher emphasized the deficit-cutting as-
pects of the Stevens amendment. ‘‘The
electromagnetic spectrum, like other re-
sources, is a part of the nation’s
wealth,’” he said. He cited studies by the
Congressional Budget Office and the
Office of Management and Budget indi-
cating that an auction of 30 mhz could
return $2.5 billion. Asked by Inouye
whether the administration would sup-
port distribution of the auction funds to
currently underfunded Commerce De-
partment agencies and programs, Mos-
bacher replied: “*Generally our view has
been that the funds would go to the
Treasury.... My personal original think-
ing was that [ would have liked to have
seen it go to reduce the deficit.”’

FCC Chairman Alfred Sikes warned
against overestimating the potential re-
turn from auctions. ‘‘I find a lot of the

figures I have seen to be questionable,™

he said. S. 218 calls for reallocation of
200 mhz under 6 ghz. The spectrum
available for auction is likely to come
from the less valuable, higher frequen-
cies between 5 ghz and 6 ghz, Sikes
said.

But Sikes also endorsed auctions and
said he would recommend a veto should
S. 218 reach the President without them.
He agreed with Stevens’s assessment
that comparative hearings are too long
and expensive to complete and that a
majority of lottery winners usually sell

their licenses to the highest bidder with-
in a few years after assignment.

The National Association of Broad-
casters also appeared ready to compro-
mise on its past opposition to auctions.
“*NAB does not oppose the Stevens sub-
stitute as a way to address this issue,”’
said NAB President Eddie Fritts.

Sikes also opposed auctions to allo-
cate broadcast HDTV spectrum. The
FCC is expected to begin a proceeding
to explore other HDTV spectrum alloca-
tion alternatives during its regular meet-
ing this Thursday (Oct. 24). —ams

NAB OPPOSES
NETWORK-CABLE
CROSSOWNERSHIP

sked in August by their respec-
tive networks to reconsider their
opposition to repeal of an FCC
rule prohibiting broadcast-cable cross-
ownership, the ABC, CBS and NBC
Television Network Affiliate Associa-
tions responded in a joint statement last
Thursday (Oct. 17) that they ‘‘remain
convinced-—and, if anything, more so—
that repeal of the rule would have a
devastating impact on over-the-air tele-
vision.”’
That reaffirmation in turn has led the

NAB, NCTA, ANPA CHALLENGE LIFTING OF GREENE STAY

wenty-two companies and associations—including the Mutional Associa
tion of Broadcasters, the National Cable Television Association ond the

American Newspaper Publishers Associatio

petiticned the Supreme Court

last Thursday (Oct. 17) to stay U.S. District Court Judge Harold Greene’s July
25 decision to allow the regional Bell operating companies (RBOC ) to offer

information services.

Greene ordered a stay after handing down his decision, citing possible anti-
competitive behavior by the RBOC’s. But the U.S. Couri of Appeals criti-
cized Greene for ‘‘an abuse of discretion™” and lifted the stay on Oct. 7 *“The
record does not contain sufficient evidence or probability that the order will be
reversed, that denial of a stay will cause irreparable injury, or that the public
interest will be serviced by the stay,’’ the appeals court ruled.

The petitioners last week replied: ‘‘Failure to reinstate the stay would place
the federal court in the unseemly and inappropnate posture of authorizing
antitrust defendants to engage in conduct that has been foumd likely to
eliminate competition, when there is no credible evidence supporting a con-

trary conclusion.”

Bromdensting Oct 21 1991

Top of the Week 29




NAB to scrap its “‘no official position”’
espoused a month ago in favor of back-
ing the affiliates. ‘“The TV Board in-
structed NAB to file comments urging
the commission to retain the rule, which
currently prohibits networks from own-
ing cable systems,’’ said leff Bauman,
NAB legal counsel.

Siding against the networks is a rarity
for the NAB, but not uncemmon, Bau-
man said. ‘‘“The traditional position is
that NAB does not intervene in matters
that affect its members in different
ways.... The affiliates advocated their
position very strongly,”’ he said.

The NAB did not file comments in a
similar inquiry in 1988.

The networks came out in favor of
repealing the ban following July’s FCC
open meeting in which the commission
launched a general inquiry into its TV
ownership rules and regulations
(BROADCASTING, July 15). The inquiry
is part of Chairman Alfred Sikes’s *‘at-
tic-to-basement’’ review of FCC rules
and, not coincidentally, followed release
of the FCC’s Office of Plans and Policy
report predicting a bleak future for most
broadcasters.

*“The prospect of repeal of this rule is
all the more troubling at a time when,
according to the FCC’s own staff stud-
ies, the very survival of the over-the-air
system is at stake,”’ the affiliates said.

As do independent broadcasters, the
affiliates believe the ban protects indi-
vidual stations and fosters localism, a
feature they consider the backbone of
the nation’s television system. ‘‘The ac-

quisition of cable systems by the broad-
cast networks or the acquisition of
broadcast networks by cable companies
would only increase the existing concen-
tration of control in the cable television

_ industry and create a further competitive

imbalance in local television markets, a
result plainly contrary to the public in-
terest.

The period for comments, which were
originally due at the commission this
week, has been extended to Nov. 21.-ps

MTV SUES WORLDVISION
OVER HANNA-BARBERA

Cable service claims H-B syndicator
breached $5-million licensing agreement

change Turner Broadcasting Sys-

tem’s purchase of Great American
Communications Corp.’s Hanna-Bar-
bera Productions, MTV Networks has
filed suit against Worldvision Enter-
prises, Hanna-Barbera's syndicator and
a GACC-affiliated company, saying
Worldvision breached a licensing agree-
ment signed Aug. 5. MTV requested an
injunction stopping the sale to Turner
pending Worldvision’s acceptance of the
initial agreement.

MTYV contends in a suit filed in New
York State Supreme Court that it had a
three-year exclusive licensing agree-
ment with Worldvision for 13 animated
Hanna-Barbera properties for $5 mil-
lion, just a fraction of the $250 mil-
lion-$300 million Turner is negotiating
to pay Hanna-Barbera owner GACC.

I n a move that could likely hold up or

THIRD QUARTER A DOWNER AT ABC, NBC

c upital Cities/ABC last week reporied a 15% decling in third-gquarter profil
in its broadcasting operations as the wesk advertising market continued to
hurt the ABC Television Nerwork and especially the owned-television stations
and radis operations. Broadeasting operations posted a | % increase in revenue
with the network revenue remaining [lat, while the television amd radio
stations reported “significant declines.”’ ESPN subscriber growth helped
increase revenue at Capital Cities” video operations division.

Capritics/ ABC shares Tell 3550w 541450, a decling of 1% on Oct. 17—

the day of the earnings announcemant,

Crverall, Caprities’ ABC reported a 25% drop in third-quarter net income
and a slight decling in net revenue, The company also said that it expects its
fourth-quarter and total vear net income o decline from 1990°s figures. Met
income for third-quarter 1991 was 554 million compared to $71.7 million in

thircl-guanter 1590,

Capital Cities also said it would take a fourth-quarer atter-tax charge of
$26.5 million for redemption of its 3200 million of [14%% subordinated
debentures due 2003 and 5300 million of its 1 [3%% debentures die 2005, The

redemption will be completed Nov, 1.

Third-guarter advertising revenue at NEC was down significantly from lasi
year's third quarter, said parent company General Electre, due o lower
ratings and ihe soft advertising market. Broadcasting operating profit at GE
was ““significantly higher than third-quarter 990, reflecting the ain recorded
on the disposition of NBC's interest in the RCA Columbia Home Video joim

venture."”

The properties include 75 hali-hours o.
The Jetsons, and 430 six-to-seven-min-
ute runs (a total of about 95 half-hours)
of 12 other series, including Magilla
Gorilla, Huckleberry Hound, Quick
Draw McGraw, Snagglepuss and Adam
Ant.

MTYV said it was seeking the product
for its Nickeledeon children’s net-
work, which “‘is expected to form a
significant segment of Nickelodeon’s
future program schedule,”’ according
to the complaint. MTV further stated
that press reports about Turner’s inter-
est in launching an animation network
‘‘merely underscores the importance of
the program properties’” MTV said it is
owed.

MTYV went to court last week seek-
ing a preliminary injunction against
Worldvision to stop a sale to Turner or
anyone else that would prevent the deal
with MTYV from taking place. Worldvi-
sion agreed to delay any sale until a
hearing set for this morning (Monday,
Oct. 21), at which time the court will
decide whether to continue the tempo-
rary injunction pending a trial. In its
complaint, MTYV said it is not seeking
monetary or compensatory damages; it
simply wants the product.

Although Worldvision, according to
MTV’s filing, has repudiated the
agreement, it is unclear whether the
sale to Turner would be inconsistent
with the MTV licensing agreement.
Much of the nearly 3,000 half-hours of
Hanna-Barbera product is zlready un-
der license and will revert back to
Turner (assuming that the sale goes
through) by 1995.

In its filing, MTV said Worldvi-
sion’s repudiation of the agreement in
mid-September coincided with press
reports about GACC’s negotiations
with Turner. At that time the long-
form contract was being drawn up, but
MTYV claims the Aug. 5 written agree-
ment was binding nonetheless.  -5p
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PROGRAMING

TINKER TIME: NETWORKS DO PRIME TIME SHUFFLE

After four weeks, nerworks start shifting players, going
to bench to shore up weaknesses, find new strengths

ith only four weeks played out
in the new season, CBS, NBC
and Fox have already made

changes to their prime time Schedules,
with NBC and Fox having gone to the
bullpen, turning to back-up series in or-
der to shore up underperforming time
periods on their schedules. Furthermore,
ABC may be next, given the problems
the network is facing on the latter por-
tion of its Wednesday night lineup,

Following the changes made by CBS
and NBC two weeks ago (CBS flip-
flopped two series on Friday night, pre-
ferring Brooklyn Bridge in the 8 p.m.
time period over Princesses, and NBC
pulled Real Life and Exposé from its
Friday lineup, putting Matlock back into
action in the 8-9 time period), Fox has
overhauled its Friday and Saturday night
lineups. On Friday, Fox has pulled Ulri-
mate Challenge from the 9-10 time slot,
moved Best of the Worst t0 9-9:30 from
the 9:30-10 time slot on Saturday night
and has moved Totally Hidden Video to
the Friday 9:30-10 time period from Sat-
urday at 9-9:30. The network is also
planning a title change for Best of the
Worst, with Asylum the choice accord-
ing to sources.

With the removal of two series from
the Saturday night lineup, Fox has
pulled two series from the shelf to fill
the slots, with Charlie Hoover being
slotted in the 9-9:30 time period and Ger
a Life returning to the schedule at 9:30-
10. The Friday night changes become
effective Nov. 8, and the new Saturday
night lineup will be in place Nov. 9.

The remainder of Fox’s back-up se-
ries are all half-hour comedies and in-
clude Hotel Dicks from Twentieth Tele-
vision, starring Morris Day and Jerome
Benton, Down the Shore from HBO In.
dependent Pictures, starring Louis Man-
dylor and Anna Gunn, Stand by Your
Man from Twentieth Television, starring
Rosie O’Donnell and Rick Hall, and Bill
& Ted's Excellent Adventures from Lor-
imar Television, starring Evan Richards
and Christopher Kennedy.

Also last week, NBC announced it
was pulling Man of the People and Pa-

John Mahoney of
CBS's ‘Human Factor’

cific Station from the Sunday 8-9 time
period and replacing them with Hot
Country Nights from dick clark produc-

tions. The new series, which features
live performances by country musicians
and comedians, will debut Nov. 24, The
two comedies will be pulled effective
Oct. 27. In the interim NBC will sched-
ule special episodes of Unsolved Myster-
ies on Nov. 3 and 10, and an episode of
Night Court in the 8-8:30 slot on Nov,
17, leading into the network’s airing of
Back to the Future HII at 8:30-11 p.m.

Both Pacific Station and Man of the
People will return to the network in De-
cember according to the network, with
the latter possibly getting the 9-9:30 slot
on Friday night following Matlock,
since the two shows draw similar demo-
graphics.

NBC has also done more tinkering on
Friday night by flip-flopping Dear John
and Flesh N' Blood so that the latter now
occupies the 9-9:30 time period. That
change will become effective Oct. 25.

NBC’s back-up lineup consists of
three series, two half-hour comedies and
one hour drama. Nightmare Cafe, from

FOX BAGS FRIDAY-TO-MONDAY MOVE

ith the recent announcement of schedule changes on Fox’s Friday night

lineup (see story, this page), the network has decided to abandon its
previously announced plan to switch its Friday lineup to Monday night
beginning in January. Fox’s original plan called for the network to schedule
series programing from Thursday through Sunday with the Fox Night at the
Movies on Monday night during the fall when competition is stronger on
Monday night with football airing. Beginning in January after the conclusion
of football season, Fox had anticipated moving its Friday linuep to Monday
and slotting its movie night on Wednesday. Peter Chemin, president, Fox
Entertainment, said the network’s growth on Friday night was the motivation
to stay with the current configuration. ‘“The season’s initial ratings show that
Fox has established a foothold on Friday as the three networks have declined.
One of the goals of our 52-Week Plan is to aggressively strengthen our
schedule. The opportunities to enhance our Saturday performance and position
Friday for improved long-term growth build on our plan and make it worth-
while to continue programing on Friday,”’ he said.

While the failure of any of the networks to seriously challenge ABC on
Friday nights makes it more attractive for Fox to remain on Friday night,
another reason Fox may have decided to continue with its current schedule is
the daunting task of scheduling series in the highly competitive Monday night.
The most-watched night of television of the week includes the breakout
success of CBS’s comedy lineup on Monday night as well as NBC’s improve-
ment in the 8-9 time period leading into Monday Night Movie.
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Wes Craven, is an hour drama that cen-
ters on the operators of a friendly but
strange cafe. Home Fires is a half-hour
domestic comedy from Bruce Paltrow,
Tom Fontana and John Tinker, produc-
ers of St. Elsewhere. Norman Lear is the
creator of Love Child, with John For-
sythe set to star.

Thus far, with three weekly ratings
victories to their credit, CBS has only
done minor work on the schedule. How-
ever, with the death of Redd Foxx, star
of its Wednesday night comedy Royal
Family and the cast shake-up on Prin-
cesses, the network may need to turn to
projects on the shelf sooner than antici-
pated. Among the comedies on reserve
are two animated projects, Fish Police
from Hanna-Barbera, featuring the
voices of John Ritter and Jo Beth Wil-
liams, and Family Dog from Amblin
Entertainment, which has been in a state
of reconfiguration for more than a year.
The only other comedy is Rache! Gunn
R.N., starring Christine Ebersol in the
hospital-setting comedy. The list of dra-
mas includes The Human Factor from
Universal Television, starring John Ma-
honey, which CBS is reportedly excited
about. Also, actor Jack Scalia has anoth-
er network go-around in MCA’s Tequila
and Bonetti (formerly Tequila and Bon-
er) about a cop-and-dog team. CBS also
has Bays of Twilight from TriStar Tele-
vision, starring Wilford Brimley, about
cops in a resort town.

ABC, yet to make any changes, may
use one of its dramas on back-up status
to stabilize its Wednesday night lineup
of six comedies, which has been tailing
off dramatically after 9:30 p.m. Specu-
lation has Steven Bochco getting another
crack at the Wednesday night 10-11 time
period after last year's Cop Rock at-
tempt. This season, ABC has Bochco's
Civil Wars ready for use with Mariel
Hemingway and Peter Onorati in the
starring roles. ABC also has three other
dramas available. Saturdays from ABC
Productions may be tailor-made for the
network’s problems on Saturday night in
either the 9-10 or 10-11 time period now
occupied by The Young Riders and The
Commish. Young Indiana Jones has
been speculated as the replacement for
MacGyver in the Monday 8-9 time peri-
od leading into Monday Night Football.
Thus far this season, ABC has been get-
ting trounced in the first hour by CBS’s
and NBC’s comedies. Another potential
candidate for either Saturday night or the
Monday 8-9 time period is The Human
Target, starring Rick Springfield in the
Wamer Bros. drama based on the D.C.
Comics character.

On the comedy side, ABC has five
sitcoms in the wings including Billy, a

spinoff from Head of the Class, starring
comedian Billy Connelly, and Davis
Rules, starring Jonathan Winters, who
won an Emmy for his role. Billy is pro-
duced by Wamer Bros., and Davis Rules
is a Carsey-Werner production. Other

comedies include Julie, starring Julie
Andrews in a domestic sitcom from
Blake Edwards and Viacom, Capital
Crirters, an animated series from Steven
Bochco, and Room for Two, starring
Linda Lavin, from Warner Bros. -5t

NBC LIKELY TO DROP
SATURDAY CHILDREN’S FARE

Gains by Fox, affiliate defections prompt reassessment

BC is seriously considering get-

ting out of the Saturday morning

cartoon business next season,
sources at the network said last week.

In part, the reassessment is due to
substantial gains that the Fox Children’s
Network has made in the daypart. In
addition, Saturday morning viewing of
the top three networks among children
2-11 is down 20% for the first four
weeks of the new season. Affiliate de-
fections at all three networks are contrib-
uting to the downward ratings_trend.

KCRA-TV Sacramento, KING-TV Seattle
and KRON-TvV San Francisco are among
the NBC affiliates that have opted to
pre-empt Saturday morning schedules
for news programs. In addition, CBS
affiliate KIRO-Tv Seattle and ABC affili-
ate WHAS-TV Louisville, Ky., have made
similar moves.

NBC remains third among children 2-
1 in the daypart among the big three,
with Fox a very close fourth. (Fox beat
NBC in the 2-11 demo one week.)

For the first three weeks of the 1991]-
92 season, NBC’s Saturday morning
slate has dropped 25% from a year ago
among children 2-11 to an average 3.8
rating. Fox Children’s Network is up
24% in the same period, with 2 3.6
average. First-place ABC, with an aver-

NEW PLAYERS FOR ‘COACH’

CA has sold the off-network

sitcom Coach to two more
top-10  markets—Cox  stations
KTVU(TY) Qakland, Calif., and
WKBI(TV) Detroit. Two weeks
ago, the show was launched in
syndication with a sale to the Tri-
bune stations in the top three mar-
kets: wrPIX-Tv.  New  York,
KTLA(TV) Los Angeles and WGN-
Tv Chicago. The show will bow
officially in faill 1994, although
stations have the option to start it
as early as 1993,

age 6.1 rating, and runner-up CBS, at
5.9, are both down 18% in the same
demo.

There has been speculation for several
seasons, prompted perhaps by the net-
work’s efforts to draw older children and
teens to the Saturday morning lineup
with reality shows such as Saved by the
Bell and Saturday Morning Videos, that
NBC would abandon Saturday morning
cartoons. But for the first time, sources
at the network are acknowledging that a
complete reformatting of the daypart is
under consideration. **We are looking at
various options for the daypart,”” said
one network executive. ‘“We are com-
mitted to a full [children’s] slate for this
season, but we have not made any deci-
sions beyond that.”

The network is in a holding pattern on
the future of Saturday morning, said a
network executive, because NBC Enter-
tainment President Warren Littlefield
and his team are scrambling to fix key
weaknesses in prime time, including Fri-
day and Sunday nights.

Meanwhile, the network has decided
not to replace Al Carosi, vice president,
children’s programing, who resigned
two weeks into the new season. The
interim head of the daypart is Linda
Mancuso, who previously reported to
Carosi. She will now report to John
Miller, executive vice president, adver-
tising and promotion and daytime and
children’s programs. That decision, cou-
pled with an earlier one not to fill a
children’s program development post
vacated last summer by Janet Sonski,
fueled speculation NBC was headed in
another direction on Saturday mornings.

As to possible alternative programing,
NBC News has long been lobbying for a
shot at producing a Saturday version of
Today. At least one sports leisure maga-
zine show is also said to be in develop-
ment. During the basketball season, the
network leads out of Saturday morning
with a magazine program called NBA:
Inside Stuff. -SM
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“I'M BIG,
I’'M REALLY BIG.
| GOT EVEN
LARGER IN
THE LAST SIX
MONTHS. .
| INTEND TO GROW
MUCH MORE THIS
YEAR.
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GIVE NEW SHOWS MORE TIME, SYNDICATOR SAYS

Warner Bros.” Robertson assails ‘quick-trigger mentality’ at TV stations

lywood trade press, Warner Bros.

Domestic Television Distribution
President Dick Robertson assailed what
he termed a ‘‘quick-trigger mentality’’
that leads broadcasters to move or cut
shows before they have a chance to find
an audience. The practice, Robertson
said, is forcing the studio syndication
arm to ‘‘re-evaluate the way we do busi-
ness” in first-run syndication.

The ever-rising number of basic cable
channels, Robertson said, has continued
to erode the initial and continuing sam-
pling of newly launched series, but sta-
tions are not increasing on-air promo-
tional spots to combat the encroaching
competition.

Of particular concern to Warmer
Bros.” top syndication executives was
WCBS-TV New York’s downgrading of
Love Stories less than a month into the
new season (BROADCASTING, Sept. 30).
Robertson said the heavy emphasis on
the overnight metered-market ratings has
led to the ‘‘quick-hook theory,” in
which broadcasters pull a show immedi-
ately if they have any doubts about its
long-term prospects. A series like Enter-
tainment Tonight, for example, would
be ‘‘gone in a New York minute’” if it
premiered this season, Robertson said.

“*A few years ago, New York, Los
Angeles and Chicago were the only me-
tered markets, and the rest of the country
would wait for the December or Febru-
ary books before moving a show,”’ said
Robertson. “‘Shows like Donahue, Sally
Jessy Raphael, Wheel of Fortune and
Love Connection were given time to
build sampling, and it begs the question
how we can afford to spend $20-25 mil-
lion and take a first-year loss of $5-6
million when some stations are so quick
to pull new shows."’

Scott Carlin, senior vice president of
sales at Warner Bros., later elaborated to
BROADCASTING that ‘‘there is absolutely
no question as to our long-term commit-
ment and enthusiasm for the first-run
business. New York is symptomatic of a
much larger problem. The answer is to
give a show a chance to survive in a
multichannel universe by placing less of
an emphasis on the early hype and hoop-
la generated by the metered-market rat-
ings.””

Carlin said Warner Bros. will be “‘re-
evaluating the development and launch-
ing of new series,”’ which will be re-
flected in the way the studio ‘‘structures
future deals’’ with stations. The studio

I n an informal meeting with the Hol-

will be entering into joint development
deals, consortium efforts with station
groups or individual stations and addi-
tional co-promotion ventures in the fu-
ture, Carlin said. ““We're just rethinking
how we’'re going to make it a better
business to be in for us and broadcast-
ers.”’

Turning to the off-network sitcom
arena, where Warner Bros. has benefit-
ed from the strong early ratings for the
launch of Full House, Robertson said
the show has bested its lead-in program-
ing by 33% and topped its November
1990 and May 1991 predecessors by
50% in each sweeps period.

While Full House has exhibited
strength among adult, teen and child de-
mographic rating categories, Family
Matters is even stronger in those key
groups, Robertson said.

Just last month, Warner Bros. held
closed bidding with stations for Family

Matters’ fall 1993 syndication entry, but
apparently stations in New York and Los
Angeles underbid the minimum price
Wamer Bros. has been seeking for the
show. Robertson said that three Los An-
geles and two New York stations have
turned in ‘‘serious offers’” for the sit-
com, but acknowledged that “‘it has
come down to pricing—obviously, sta-
tions are in the business to buy a sitcom
for the lowest price, while we’re in busi-
ness to get the best possible price.”* He
added that the third round of negotia-
tions with stations will take place later,
once additional network ratings data can
be accumulated.

Robertson also confirmed recent pub-
lished reports that Warner Bros. is in
negotiations with Vin Di Bona and ABC
Productions, producers of ABC’s Ameri-
ca's Funniest Home Videos, for distribu-
tion rights to the potential off-network
entry. —MF

CBS TOPS KEY DAYTIME DEMOS

Network leads in women 18-49 and 25-54

daytime ratings household race for

some time, has now surpassed
ABC in key demographics during day-
time, season to date (Sept. 16-Oct. 6).
According to CBS research, it’s the first
time CBS has taken the lead among key
daytime demos since the mid-1970’s.

During the 1980's, ABC and CBS
dueled aggressively for the household
lead, flip-flopping in and out of first
several times. But ABC remained domi-
nant in the women 18-49 and women 25-
54 demos. This summer, however,
ABC’s demographic strength weakened
and CBS caught up.

For the first three weeks of the sea-
son, CBS averaged a 3.7 rating (all rat-
ings cited are NTI) among women 18 to
49, from 10 a.m. to 4 p.m., up 19%
from the comparable period a year ago.
ABC dropped 10% during the same peri-
od, to an average 3.5 rating. NBC was
third, but showed some growth year to
year with a 2.6 rating, up 18%.

The results were similar among wom-
en 25-54, with CBS surging to first with
a 3.8 rating over the first three weeks of
the season, up 15% from a year ago.

c BS, which has been ahead in the

ABC was off 13%, drepping to second
with a 3.4, NBC was still third, but up
14% with a 2.4.

In the household race, CBS has wid-
ened its lead this season, averaging a
5.6/23 for the first three weeks, up 6%
from a year ago. ABC is down 13% in
the same period, with an average 4.0/16.

ABC’s long-running soap opera, and
perennial time period leader, General
Hospital, has taken a big hit in the rat-
ings. For the first three weeks the show
has averaged a 5.3/19, down 18% from
a year ago. CBS’'s Guiding Light has
replaced it as the top show in the time
period (3 p.m.-4 p.m. ET). Light has
averaged a 5.6/20, up 12%.

The third half-hour of The Home
Show is off to a slow start. For the week|
ending Oct. 6, that leg of the show was:
tied for last among network daytime
shows with a 0.9 rating. Only NBC’s
Cover to Cover fared as poorly, also!
scoring a 0.9.

NBC said it was canceling Cover as of
Oct. 25, with Classic Concentration re-
turning to the schedule. Cover, featuring
adaptations of print magazine stories,
debuted July 29.
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THINGS THE

$100,000 PYRAMID
WOULD SAY.

In its first six months, “The $100,000 Pyramid” has had a 13% share increase across all
markets; a significantly greater growth than the average of its major game show competitors. As
the “Pyramid” grows, it promises to be a success for your station in its second season.

Market Station Time Share (%)  Market Station Time Share (%)
Abilene KRBC 6:30PM  +22 Miami WTVJ 9:30AM +22
Amarilio KFDA 9:00AM  +17 Milwaukee WCGV 11:00AM  +100
Atlanta WATL 12:30PM +60 Missoula KTMF 5:30PM 4300
Bakersfield KERO 9:30AM 4200 Omaha wOowT 9:30AM +45
Boston WBZ 11:30AM +78 Orlando WESH 10:00AM +33
Charlotte WCNC 12:00N +75 Phoenix KPHO 9:30AM +13
Chicago WGBO 12:00N +100 Pittsburgh KDKA 10:00AM +20
Colorado Springs ~ KOAA 9:00AM +50 Raleigh WPTF 12:00N +100
Columbus WBNS 9:30AM +8 Richmond WTVR 9:00AM +50
Dayton WHIO 9:30AM +56 Sacramento KXTV 9:00AM 4133
Flint WNEM 10:00AM +29 St. Louis KMOV 8:30AM +6
Ft. Wayne WANE 10:00AM 4325 Seattle KCPQ 9:30AM +0
Grand Rapids woTv 11:00AM +43 Tampa WTSP 12:30PM +11
Little Rock KARK 11:00AM +40 Washington, 0.C.  WRC 9:30AM +11
Memghis WMC 11:30PM +18 Wichita Falls KSWO0 11:30AM +10

Source: Nielsen Feb ‘31 vs July ‘91

@ MULTIMEDIA ENTERTAINMENT

© 1991 Multineedia Entertainment. Ine. All rights reserved.

PRODUCED BY STEWART TELEVISION PRODUCTIONS
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HALF-HOUR RATING/SHARE

SOURCE: A.C. NIELSEN
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FEDS APPEAR RECEPTIVE TO HLT GUIDELINE CHANGES

Revision of HLT guidelines might help ease current credit crunch,
although some say paying wages of go-go '80s may take more

redefine their collective definition
of highly leveraged transactions
(HLT’s) by the end of the year.

That’s the word from Milton Maltz,
chairman and CEO of Malrite Commu-
nications and chairman of the NAB’s
HLT Task Force. Last week, Maltz re-
ceived a letter from the Treasury Depart-
ment suggesting that by Dec. 1 it will
issue a response, and possibly a deci-
sion, to the hundreds of petitioners call-
ing for elimination or revision of the
HLT definition to ease the pressure on
such cash-flow-driven industries as the
broadcast media. This is *‘good news for
the radio industry’”” and indicates a
“‘sympathetic concern of federal regula-
tors”’ on how the current HLT guide-
lines are affecting the broadcast market-
place, Maltz told BROADCASTING.

The govermnment’s response is just
what many broadcasters and bankers
have been waiting for ever since the
Securities and Exchange Commission
first issued guidelines for publicly held

l ook for federal banking agencies to

financial institutions to disclose to share-
holders their degree of HLT exposure.
The initial SEC declaration subsequently
led three other U.S. banking agencies—
the Federal Reserve System, the Office
of the Comptroller of the Currency and
the Federal Deposit Insurance Corp.—lo
issue a joint definition of HLT's. ‘‘Be-
cause of the significant economic crisis
that arose from the S&L mess, they were
concerned that this would seep into the
general banking sector,”” Maltz ex-
plained. While most sophisticated banks
already had internal HLT guidelines in
place, ‘‘these agencies collectively
wanted Lo create an insurance policy for
the banking industry, probably to show
that the administration was trying to
tighten up on the situation,’” he said.
Unfortunately for radio and other me-
dia, the HLT definition that the agencies
adopted was based on balance sheet as-
sets rather than cash flow. Historically,
credit is extended to most industries
based on solid assets minus deprecia-
tion, while loans in broadcasting are

THE ABC'S OF HLT'S

highly leveraped transaction is a tvpe of financing that involves the

restructuring of debt of an ongoing business financed primarily with debt.
The following 15 an NAD summary of the HLT definiions previously issued
b the three tederal banking agencies (Federal Reserve System, (Mfice of the
Comptreller of the Currency and the Federal Deposit Insurance Corp. ).

"“A bank or bank holding company 15 considered to be involved in a highly
leveruged transaction when credit is extended o, or investment 1% made in, a
business where the financing transaction involves the buyout, acquisition, of
recapitulization of an existing business and one of the [ollowing critera s met:

B *'The transaction resulis in & liahilities-to-assets leverage ratio higher than

5%, or

B The tropsaction at least doubles the subject company’s Habilities and
resulis in & liabilities-to-assets leveraoe ratio hirher than 50%, or
B The transaction is designated an HLT by a syndication agent or a federal

bank regulator.”*

Many substantial exceptions to the above guideclines exist, as do certain
gualifiers and other specific “*litmus tests"’ that further establizh the definition

of an HLT,

Sowerce: Natfonal Association of Broadeasters

made on the basis of cash flow minus
debt service. “The federal agencies
elected to predicate their definition on
balance sheet and book value,”’ Maltz
noted. *‘Using that formula, almost all
of the broadcast industry fell into the
HLT category.””

The agencies maintained that their
definition was developed only to serve a
guideline to induce banks to look at their
HLT’s a little harder, at least in theory.
The reality of the situation was that,
when pressed by stock analysts and
shareholders to disclose their ratio of
HLT’s, publicly held banks began to
find themselves defending their highly
leveraged loans. “‘When the analysts
and shareholders balked, the banks saw
their stocks start to plummet, and the
bank officers said, ‘Let’s get rid of our
HLT’s,” ** Maltz observed.

This knee-jerk reaction has affected
virtually all broadcasters. “‘If there are
no buyers, sellers or loans out there,
there’s no liquidity,”” Maltz said. “‘Even
the few strong broadcasters who have
managed to weather the economic storm
agree that there’s no marketplace.”’

Contrary to widespread misinforma-
tion, the HLT definitions imposed no
rules or regulations on banks requiring
them to either divest or reduce their HLT
exposure. ‘‘These guidelines simply
provided stock analysts an easy tool to
say one bank is better than another,”
said NAB Special Counsel Jack Good-
man. Also, *‘the original HLT definition
and every statement since then has em-
phasized that just because something
falls within the HLT definition, it does
not imply criticism of the credit.”’

That’s what the agencies have said,
but what they’ve done has been differ-
ent. Said Goodman: ‘‘The examiners
have gone in and said, ‘What are you
doing making all the HLT loans?’ and,
they’ve been giving banks all kinds of
problems about HLT exposure,”” he
said. ‘*‘Between the pressure of the regu-
latory agencies and the pressure from the
stock market, the banks have been run-
ning away from HLT credit as fast as
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they can.””

The HLT definition has had a two-
pronged effect on the radio industry, ac-
cording to broker Bob Mahiman Jr.
‘‘Broadcasters who want to sell their
stations can’t because they can’t agree
on a price that allows them to get out
whole, and entrepreneurs are prevented
from taking risks,’’ he said. ““The HLT
definition was developed to put a bridle
on the big guys, but it picks on the little
guy, too. The average broadcaster has
the same cash flow as the local dry
cleaner, but he’s just as affected as KKR
or anyone else. The HLT definition has
prevented good businessmen from being
players, and it’s virtually impossible to
find a seller who will sell at current
multiples because they’ll lose everything
they have.”

Not all industry observers believe that
easing the HLT definition will restore
order and good times to the radio indus-
try. Star Media’s Paul Leonard said that
broadcasters should not kid themselves
that easing HLT guidelines initially will
serve as anything but *‘a layer of frost-
ing on the cake.”” Leonard suggested
that narrowing the HLT definition ‘‘isn't
a great enough catalyst to change most
of the challenges that are facing group

owners right now.”” The problem isn’t
driven by the fact that not enough money
is available right now; ‘‘it’s that too
much money was available—and until
the inefficiencies get worked out
through the system, the relaxation of
HLT restrictions is going to have a smail
positive impact compared to the other
problems broadcasters are facing.”’

Commenting at last month’s NAB ra-
dio convention in San Francisco, Heller
Financial Inc.’s Doug Zylstra predicted
that ‘‘eliminating the HLT classifica-
tions isn’t going to immediately open the
floodgates of lending to this industry.”’
Zylstra said that the complexities of the
marketplace and the sluggish national
economy over the last 18 months show
that radio no longer is completely insu-
lated from general economic cycles.
“We're in a recession, and radio has
been affected,”” Zylstra said. **Radio is
a more volatile business than we expect-
ed.

First National Bank of Chicago’s Ken
Selle concurred, and predicted that “‘the
new sources of capital are going to be
the old sources.”” He said the 1980°s
were characterized by a ‘‘geometrical
explosion in terms of loans, fueled
mainly by the myriad LBO’s and the

commercial financing that took place.”
Concurrently, Wall Street and financial
institutions  *‘suddenly’’  discovered
cash-flow lending, which produced a
large increase in the number of financial
institutions chasing media transactions.
This feeding frenzy, plus the widely
held confidence that there was always a
second way out, created more damage
than was created by the HLT guidelines.

*‘The grinch stole Christmas,”” Selle
said. *‘This paralyzing pile of commer-
cial and consumer debt basically crip-
pled capital spending and plunged us
into a recession, and as a result we’ve
found a number of poorly structured,
over-leveraged transactions joining their
real estate brethren as the new darlings
of the workout departments of commer-
cial banks.”” As a result, the industry
saw a complete pullback of lending by
the domestic banking field. *‘Capital
will return to the marketplace, slowly
but surely, but in a selective form,”” and
not just because HLT guidelines are re-
vised, Selle predicted.

Still, Malrite’s Maltz strongly be-
lieves that the HLT battle is crucial to
the health of the industry. “‘I don’t in-
tend to be Don Quixote, but this is one
battle we can and will win,”” he ob-
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served. ‘‘Turnaround will be slow, and
because of the recession and other fac-
tors, the banks aren’t going to turn on a
dime and change things. But revising the
HLT guidelines will give good banks
and good borrowers the opportunity to
shed another impediment which other-
wise constrained them even more,”
Maltz said.

Maltz noted that the Federal Reserve
and the Bush Administration have al-
ways held that the U.S. economy must
be market-driven, and ‘‘that the market-
place will dictate the future economic
welfare of the U.S.” But the HLT
guidelines constitute ‘‘a black-and-white
case of the government interfering, and
by creating this [HLT] definition they
have interdicted, distorted and aborted
the normal flow of the marketplace be-
tween lender and borrower. The agen-
cies say this was only an internal guide-
line, one that was never meant to be a
regulation, and examiners were told not
to force banks to dispose of these loans.
But in the real world, when a regulator
raises an eyebrow it turns into a night-
stick.”’ -8

RAB PRICE BREAK

Thr Ruadio Advertising Buneab
has cut the registration fee fgb
the 1992 Managing Sales Confr-
ence to $365 from last year's
5495, a 27% cut. The action, one
uf the first taken by the new RAB
President, Gary Fries, is meant to
recognize the current economic
environment and ease the strain on
radio operators. In addition to the
reduced registration fee, the RAB
will once again offer Managing
Sales Conference registrants a
45% discount off the price of
coach airfare to Nashville on both
Delta and American Airlines,
‘*Making the Most of the Eco-
nomic Recovery’’ is the theme for
the 1992 show, which will feature
the usual sales training sessions as
well as topics such as: **How to
Keep Your Job in 1992"; ‘*How
Are LMA’s Affecting Radio’s Fu-
ture,”” and ‘‘Database Market-
ing.”” The idea around which the
Conference has evolved, the RAB
told BROADCASTING, is: ‘“‘We
cannot change unless we survive,
and we cannot survive unless we
change.” The 1992 Managing
Sales Conference will take place
at the Opryland Hotel, Nashville,
Jan. 30-Feb. 2, 1992.

RADIO AD REVENUE
TO HIT $12 BILLION BY 1995

R adio will fare better than other advertising media in the current economic
recession, according to Veronis, Suhler & Associates” 1991 ‘‘Communica-
tions Industry Report.”’ The media brokerage and investment firm last week
released its ninth annual edition of its five-year historical report of 274 public
companies.

The study categorizes radio as a ‘‘relatively inexpensive medium with high
impact.’’ Although weaknesses in local markets may curtail near-term growth,
the study forecasts that spending in radio by advertisers will reach $12.08
billion by 1995.

The Veronis, Suhler study looked at the impact of advertising spending on
both radio stations and radio networks. Over the 1990-95 period, the study
forecasts that radio station advertising will rise 6.7% annually compared with
6.2% between 1985 and 1990. The unusual counter-Olympic year advertising
cycle, according to the report, is expected to limit spending on radio networks
in 1992 and 1994, The result will contribute to a decrease in growth in 1990-
95 to 5.6% from the 6.3% rise in 1985-90, when there was only one Olympic
year.

The decline in AM station listening over the last five years reduced the
overall audience for radio. But a leveling off of that decline as the listening
levels settle on a core of listeners interested in news, talk and sports will
stabilize the audience. That stabilization, combined with an improved local
advertising environment in 1993-95, will propel radio station advertising
growth,

Total radio advertising is expected to increase at a compound annual growth
rate of 6.6%, broken down per year as follows: $9.115 billion in 1991; $9.71
billion in 1992; $10.51 billion in 1993; $11.33 billion in 1994, and $12.08
billion in 1995.

The report does not break out television and radio station revenues of
publicly reporting broadcasters. But revenues of that group totaled $6.2 billion
in 1990, 4.7% more than in 1989, the slowest growth rate of any of the last
five years.

The three largest radio and television station owners (excluding the televi-
sion network companies) are Westinghouse, Tribune and Gannett, Together,
these three generated 1990, revenues of $1.9 billion, accounting for 29.5% of
the gross subsegment total. Westinghouse revenues surged 1.6% in 1990,
boosted by the acquisition of eight radio stations from Legacy/Metropolitan
(BROADCASTING, Dec. 11 1989). Revenues of the Tribune Co. rose 6.8%,
while Gannett declined 2.9%. -

Growth Forecast of Radio Spending (Percent)

191 1992 1993 1994 1995 CAGR*
4.0 6.5 8.2 18 6.6 6.6

*Compound onnual growth rate

Gross Expenditures, 1985-1995

1985-90 1990-95
Compound Annual Compound Annual
Segment 1985(SMil)  Growth (%) 1990(SMil)  Growth (%) 1995($Mil)
Radio networks 365 6.3 495 5.6 650
Radio stations 6,125 6.2 8,270 67 11,430
Total radio 6,490 6.2 8,765 6.6 12,080

Sowrce: Veronis, Subler & Associates; Wikofsky Gruen Associates

Broedensting Oct 21 1991




1990.
According to the Katz comparison:

higher in adults 25-plus.

® Arbitron’s spring 1991 12-plus av-
erage quarter hour is 11% above that of
Birch. Birch continues to be higher
among listeners 12-24, while Arbitron is

® Arbitron shows higher 12-plus lis-

® Arbitron shows higher AQH listen-
ing to all stations in each age/sex cell,
25-plus. Birch leads in each 12-24 cell.
The pattern is similar to that in general
market reports, although Birch also
shows higher listening among men and
women 25-34 in the general market.

@ Arbitron reports higher 12-plus
shares than Birch for Spanish-language
stations in 10 of 14 comparable markets.

® Arbitron Spanish-station shares are
higher in each cell 12-34, while Birch is
higher in the 35-plus cells.

® Birch shows higher shares to the
Anglo CHR format, which has crossover
appeal to assimilated Hispanic 12-24
adults.

Katz’s director of research and mar-

*
KATZ FINDS SPANISH LISTENING DIFFERENCES AGAIN

Study says Arbitron shows 11% more listeners than Birch for third book

s panish-language listening levels
for the spring 1991 ratings surveys
once again were 11% higher in the
Arbitron report than in Birch/Scarbor-
ough, according to an analysis just is-
sued by Katz Hispanic Radio Research.
These results remain consistent with the
findings of Katz Arbitron and Birch
comparisons of spring 1990 and fall

the analysis is based on data from the 14
Hispanic markets surveyed by both Ar-
bitron and Birch, and said methodologi-
cal differences between the two ratings
companies ‘‘continue to play a major
role in determining the results’’ of the
surveys.

**Although the overall listening be-
tween the two services tends to mirror
the general market pattern, Spanish-lan-
guage station shares are higher in Arbi-
tron with 12-34 adults, while Birch re-
ports higher Spanish-language shares
with adults 35-plus,”” Therrien said.
“This pattern contradicts the general
market studies and goes against all theo-
ries of telephone [methodology] favor-
ing the youth demos and diary [method-

Sun Radio Network is offering
what it calls the nation’s only coast-
to-coast live, all-night talk
show—The Stan Major Show. *‘I’l1l
be the Rush Limbaugh of the
night,”’ said Major, “‘taking lots of
calls on issues and other topics

and telling it like it is about
everything from politics to where

to get the best pizza in the country.’
Heard Monday-Friday, midnight-

5 a.m., The Stan Major Show is free
to radio stations on a barter basts.

SHARNKS IN THE AIR

The San Jose, Calif,, Sharks, a
National Hockey League expansion
team, has put together a radio
network. The flagship is KNEw(AM)
Oakland, which feeds the games

to KSMJ(AM) Sacramento; KPLY(AM)
Sparks, Nev. (Reno); KOOK(AM)
Modesto-Stockton, Calif., and
KPUP(AM) Monterey-Salinas-Santa
Cruz, Calif. Dan Rusanowsky will
call play-by-play, and six-time
NHL all-star Dennis Hull will
provide color commentary.

PROGRAMING TOOL

The Richmond, Va,-based
consultancy firm The Programing
Works has developed a ‘*how-to”’

of program directors. **The Blue
Book,"” developed by Programing
Works principals Garry Mitchell
and Dan O’Toole, provides step-by-
step instructions on the

programer’s job.

Topics include recruitment and
training of talent, music categories
and rotations, news philosophy
and delivery style, promotion,
marketing and advertising,
research, and technical knowledge.

The Katz Radio Group and Clark/Dees Media, syndicators of the ‘Rick Dees Weekly Top
Forty’ and the 'Weekly Music Survey,” announced a joint sales agreement between the two
companies. Under terms of the agreement, Katz Radio, a division of the Katz Radio Group,
will represent the two programs. Pictured (from left) are Jim Greenwald, chairman and
CEO, Katz Communications; Wally Clark, president, Clark/Dees Media; Stu Olds, executive
vice president, Katz Radio Group; Rick Deces, host, ‘Rick Dees Weekly Top Forty,’ and Ken
Swetz, president, Katz Radio Group.

tening to all stations. keting, Janet Therrien, cautioned that  ology] favoring older demos.” -REs
SUN ALL NIGHT manual to strengthen the basic skills JUST THE SPORTS FAX

Michael’s Communications of
Deerfield, Ill., is offering a product
designed to enable small-budget
radio stations to offer national sports
news. Sportsfax Scoreboard is a
one-page roundup delivered nightly
via fax that includes updated
standings and the following day’s
sports schedules. It covers a

variety of sports, including major-
league and college games.
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CABLE CHARTS COURSE THROUGH RECESSION

Among MSO targets for next year are improving basic, experimenting with pay
and keeping up this year's PPV momentum

able, an industry that once consid-

ered itself recession-proof, has

learned it is not. The industry not
only acknowledges what a down econo-
my has done to it this year, but concedes
it will continue to be hurt next year by
the recession, whether it officially still
exists or not.

Though the immediate outlook is
somewhat dim for cable operators as
they plan their budgets for 1992, they
are taking refuge in the more distant
future. The year 1992, they say, will be
the gateway to that future, as operators
and programers experiment with ways to
improve cable’s service, its programing
and its image. Through ventures such as
industrywide and individual public rela-
tions campaigns, system rebuilds to ex-
pand channel capacity, the Cable in the
Classroom educational effort and prepa-
ration to take on the baby Bells, opera-
tors seem convinced cable is positioning
itself well for the future. In the mean-
time, though, it has to wait out next
year,

Bettering basic numbers

Cable continues to push against the last
frontier of consumer resistance, with
none-too-startling success. But as cable
systems come into compliance with Na-
tional Cable Television Association
standards, operators are optimistic that
the improvement in service, and cable’s
increasing willingness to spend money
to point out its attributes, will start to
attract the nearly 36% of American
households that are still holding out
against cable.

Though basic growth was slow for
much of the middle of the year, buoyed
by first-quarter growth and expected
growth this quarter, operators by and
large say they expect about 3%-5%
growth this year. Many expect similar
results next year. There’s no doubt,
though, that the recession is hurting ba-
sic growth. How well the economy—
particularly housing construction—fares
next year will likely have a lot to do with
basic cable growth, say operators.

TBS SUES TREASURY OVER TV SERVICE TO CUBA

n is latest skirmish with the federal govermment over itz dealings with

Cuba, Turner Broadcasting System on Oct. 11 filed sun against U5,
Treasury Department officials for blocking its plans to provide television
service o the Commumst-controlled country. Turner 15 seeking permission to
distribute CNN International and the entertainment-oriented TNT South in
various Cuban hotels, an action that the govemment has classified as a
violation of the Trading With the Enemy Act.

The Treasury Depariment currently allows Tumer to cxchange news materi-
al with Cuba, an agreement that has been in place for two yvears. That
agreement followed Turner’s successtul suit agaimst the government's attempt
to block news exchanges with Vietnam. But the U.S. govemment has held
that unlike the exchange of news material, the distribution of Turner services
to Cuban hotels would directly help in promoting the country’s toarism
industry,

Turier Broadcasting and Capital Citica’ ABC last summer were permitted to
televise the Pan American Games from Cuba only after months of costly legal
bamles with the U5, Treasury Depamment. The companies and the govern-
ment eventually reached a setlement that limited the amount of money and

mumber of statfers that could be sent 1o the region

Comcast expects 3.5%-4% basic
growth next year, the same prediction it
has made for this year. Despite the slow-
down in new home construction, the
MSO has been effective in using an in-
stant install plan (promising cable hook-
ups in 24 hours or less). Comcast, the
only MSO doing instant installs on a
companywide basis, will continue to use
the method next year, but apparently on
a more targeted and a more cost-effec-
tive basis.

Some top MSO’s are less optimistic
about basic growth. Sammons Commu-
nications is expecting only 2% basic
growth this year and does not think it
will match that next year, according to
Sherry Wilson, vice president, market-
ing. The reason, she said, *‘is the con-
tinual decline of the economy.”’

Problems with pay

Despite some optimism about possible
elixirs to salve the pay TV business, the
mood among most operators is not too
positive. “‘Pay is clearly struggling...it’s
a vulnerable product for us,”’ said Rick
Sperry, vice president, marketing, at

Comcast, which, like many operators, is
holding pay flat for the year, and hopes
to do so next year. Some more optimis-
tic operators, such as American Tele-
phone & Communications, hope to see a
slight uptick in pay growth in 1992,

Next year will be different from past
years, though, since operators will be
experimenting with a number of new
ways to boost the pay category. Next
year, operators will be experimenting
with HBO and Showtime multiplexing,
with TCI's low-priced Encore service
and with a variety of packaging and pric-
ing alternatives, including combining
basic and pay channels onto the same
tier in certain cases. There is some opti-
mism among operators that these
changes, while not revolutionary, could
give new value to pay services, but oper-
ators emphasize that all the changes re-
quire extensive long-term testing that
will not dramatically alter the pay land-
scape next year.

The concern among operators is not
just with the marketing of the pay ser-
vices, but with their content. “‘If we
want a major turnaround in pay, there

42 Cable
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needs to be a shift in programing,”” said
John Mathwick, group vice president,
marketing, Jones Intercable. Specifical-
ly, the networks need to have earlier
windows for their acquired theatrical
product and more promotion of their ex-
clusive and original product. While oth-
er operators agree that the networks need
to distinguish themselves through their
programing, that is ‘‘a double-edged
sword,”” according to Stuart Lipson,
Century Communications’ director of
programing. *‘[ can’t say I don’t want to
spend money on increased license fees,
and then tell my suppliers to spend more
on their product.”

Pay per view a plus

The bright spot for cable next year
seems to come from pay per view.
Though PPV earns operators only a frac-
tion of the revenues that pay brings in,
operators are locking on average at
about a 25%-30% increase in revenues.
However, that’s lower than the increase
from 1990 to 1991, which some opera-
tors have estimated at upwards of 40%.
With four major boxing events this year
that will gross about $250 million, “‘it’s
going to be hard to repeat what we had
this year,’’ said Andy Albert, director of
programing for TeleCable.

The viability of smaller events will
continue to grow, say operators, their
hope resting with the small, niche con-
certs that are starting to abound, and the
smaller boxing matches both Time
Warner’'s TVKO and Showtime Event
Television are creating. Those events
will take time to build, said Albert, be-
cause both organizations have to devel-
op fighters who will attract larger audi-
ences.

Movie buy rates next year may not be
as good as operators had hoped. The
movi¢s on pay per view next year will
be this year’s theatrical releases, which
so far have been fairly lackluster. The
movie pay-per-view business *‘will de-
pend largely on the performance of films
during the last four months of this
year,”’ said Jones I[ntercable’s Math-
wick.

Some operators say they wilt dedicate
more funds, resources and marketing ef-
forts to pay per view next year, includ-
ing more barker channels and better-
trained customer service representatives.
They stress, though, that this will not be
at the expense of basic and pay growth
efforts, but in fact it might. Though
Sammons Communications will be test-
ing pay repackaging alternatives in sev-
en markets next year, according to Wil-
son, “*Quite frankly, if I had additional
channels, I would be more inclined to
use them for more pay per view than for
multiplexing.” -5DM

CABLE’'S MIPCOM PRESENCE

Networks are increasingly thinking international
as they look overseas for coproduction partners
and new markets for their own fare

(see page 53) to do get some busi-

ness done, and they returned say-
ing they acomplished their goal. *‘Peo-
ple are starting to do their homework,
and target their pitches...90% of the
meetings were productive one way or
the other,”” said Jay Larkin, Showtime
Networks, Inc.

The Disney Channel was busy with
discussions, but did not find any new
product at the show, according to Bruce
Rider, senior vice president, program-
ing. *‘Rarely do we find something new
at the show. Buy and large, we already
know the product out there.”’

Despite the emphasis on getting down
to business, the uncertainty over the UK
television franchises during the market
(the franchises were awarded the day
after MIPCOM ended, see “*Top of the
Week) meant cable executives were a
little stlower to do deals. But now that
they have been announced, ‘‘business
deals will start to move along,”” said
Larkin.

® Turner Broadcasting International
executives were in Cannes promoting
their new mini-series MGM: When the
Lion Roars,which uses archival footage
and interviews to document the studio’s
carly history. The company may have
also been explaining to some CNN Eu-
rope affiliates the big increases that
Tummer was said to have recently asked
for. Jack Petrik, chairman of Tumer
Program Services, told BROADCASTING
that preliminary studies are being made
of starting TNT Latin America-type ser-
vices in other parts of the world.

® HBO continued its exploration of

c able executives went to MIPCOM

international expansion at MIPCOM,
and expects to announce deals shortly
involving new worldwide launches of
HBO. Asia is likely to be HBO’s next
route, according to June Winters, direc-
tor of corporate affairs. HBO has al-
ready launched HBO Olé for Latin
America, and most recently announced a
launch of the service in Hungary.

8 Arts & Entertainment has domestic
cable rights to the the 26-part documen-
tary announced at MIPCOM, Spies. The
documentary series being co-produced
with CBS and Columbia House has no
domestic over-the-air window currently
scheduled.

8 Showtime primarily used MIPCOM
as an opportunity to discuss projects that
have been started in the last six months.
The premium network also signed a few
deals for movie co-productions, includ-
ing ‘‘Palio,”” a script Showtime devel-
oped. It will co-produce with ltel and,
for the first time, with Reteitalia. It also
signed a development deal for a movie
titled *‘Dark Side,”” a co-production
with the BBC and another first time part-
ner, Canal Plus.

® Nickelodeon signed a deal with El-
lipse Programing to co-produce Doug,
one of three animated series Nickelode-
on developed and began airing this past
August. Nickelodeon has already pro-
duced the first 13 episodes of Doug. The
two companies also signed an agreement
to co-develop another animated series
called Mot, which originated with Ei-
lipse.

® The Discovery Channel put more
emphasis on selling its own shows and
finding co-productions than it has at pre-
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Tbe Biggest Vei!

November 23, 24 & 25—
The Riviera Hotel & Conference Center * Las Vegas, Nevada

For details call 1-800-225-8183

Annual
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Nickelodeon’s new animated ‘Doug’ -

vious markets. ‘*For us, the market is
becoming less and less acquisition driv-
en,”” said Charles Gingold, senior vice
president, programing. One series it had
on the table, World of Valor, which
deals with special armed forces units in
countries throughout the world, had a lot
of appeal at MIPCOM, he said. “It’s of
an international scope, and not a lot of
talking heads. We maintained as much

voice-over as possible so it can be easily
repackaged in different languages.’’
Discovery also was selling Submarines:
In the Company of Whales, Celebration
of Trees, J.P. Donleavy’s Ireland and
Peaple of the Forest: Chimps of Gombe.

B MTV was at Cannes offering sever-
al shows includuing the new soap verite,
The Real World, and its MTV Un-
plugged music series and specials. Sell-
ing music programing is not easy, said
senior vice president, MTV programing,
Doug Herzog, because *‘there are only a
handful of true superstars in the world."’
Herzog, who was attending his first
MIPCOM, also said the network was
looking for co-production and/or fund-
ing help with some ‘‘big-ticket item”’
programing the network plans to intro-
duce soon. This year also marked VH-
1’s first official attendance at MIPCOM.

B USA Network signed two co-pro-
duction deals. One with Italy's Qinta, in
association with Winkler/Daniels Pro-
ductions, breaks with USA’s tradition of
suspense and thriller movies. It is the
true story of Carol Stevens, an American
woman who uncovered the horrors af-

WINDY CITY NEWS

Trihl.m-:‘s ChicageLand Televi-

sion has signed an agreement
with Contineptal Cablevision o
carry the 24-hour local news ser-
vice when 1t launches in mid-
1992. Continental, the first MSO
to sign with Chicagoland, serves
more than 2,000 subscribers in
Chicago suburbs. Chicagoland
will offer ariginal news program-
ing as well as live and delayed
Cubs games and newscast repeals
from Tribune's won-Tv, Anniher
Chicago local news channel 15 be-
ing creaicd by TC1 and Fox
Broadcasting and is also slaied 1o
launch nexi year, The two groups
have reportedly held merger talks
over the past several months,

fecting Romanian babies when she went
there to adopt one. USA also signed a
deal with British Lion to co-produce a
murder mystery movie. Both are set to
air in 1992. -SDM.GF

THIRD-QUARTER CABLE SERVICE RATINGS: 1991 VS. 1990

he combined prime time third-quarter rating for the 14

WTBS(TV) Atlanta was up from a 2.0 to a 2.2, helped by the

largest basic cable networks was a 16.6, down slightly
from a cumulative 16.7 rating for the same period last year.
The drop came mostly from CNN, which plunged froma 1.4
rating in third-quarter 1990 to a 0.9 in the same period this
year. CNN’s 1990 ratings had been boosted by Iraq’s inva-
sion of Kuwait that August.

Boosted by its coverage of the U.S. Open in September,
USA Network was the highest-rated basic cable network for
this year's third quarter, although it was down 0.1 rating
point from third-quarter 1990,

Atlanta Braves' strong showing this season. TNT was also
up, boosted by the performance of its original movies, whose
average rating nearly doubled from a 2.4 last year to a 4.4
this year. Nick at Nite, TNN, Discovery and A&E also
showed slight growth.

ESPN, which once again did not get the ratings it had
hoped for from baseball, was down 0.1 rating point from
third-quarter 1990. Family Channel and Headline News were
also down slightly. Ratings for Lifetime, MTV and VH-1
were all flat.

- Prime Time e (Ul Dty
30 1991 30 1990 30 1991 30 1990
Network Rating HH Rating HH Rating HH Rating HH
USA 23 1,314,000 24 1,279,000 1.2 705,000 12 639,000
ESPN 22 1,270,000 23 1,309,000 0.9 510,000 09 512,000
WTBS 22 1,246,000 20 1,116,000 1.3 776,000 14 787,000
™t 1.9 1,030,000 17 824,000 0.9 514,000 09 446,000
Lifetime 1.2 648,000 1.2 614,000 0.6 320,000 0.6 300,000
Nick ot Nite 11 608,000 09 476,000 0.7 387,000 0.5 265,000
™N 1.1 607,000 1.0 550,000 05 292,000 05 274,000
NN 09 531,000 1.4 766,000 0.6 331,000 - 0.8 460,000
Discovery 0.9 508,000 08 429,000 0.5 273,000 05 232,000
ALE 0.8 433,000 07 341,000 04 227,000 04 168,000
MTV 07 382,000 07 387,000 0.5 273,000 0.6 314,000
Family 0.7 379,000 09 456,000 0.5 275,000 0.7 361,000
HL News 03 155,000 04 195000 0.3 150,000 =3 04 176,000
V-1 0.3 128,000 03 116,000 0.2 85000 02 78,000
Nickolodeon - - 12 664,000 L1 582,000 — —

Notes: Figures are network estimates. All data supplied by on outside source based on Nielsen Media Research. Ratings are based on the coverage area of each network,
not the entire television universe. USA's prime time is 7-11 p.m.; Family's is 8-10 p.m.; Discovery and TNN's full day is 9 a.m.-3 c.m.; Lifatime's and Family's is 7
a.m.-1 a.m.; ARE's is 8 0.m.-4 a.m.; Nickelodeon's is 7 a.m.-8 p.m.; Nick at Nite's is 8 p.m.-7 a.m.
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CABLE FACES C WORD: CLUTTER

New study shows wired networks top broadcast
counterparts in prime time ad time per hour

hile the three broadcast net-
works and Fox have caught
ftak for the growing amount of

commercial “‘clutter’”’—especially in
prime time—cabie networks have so far
managed to avoid such a rap. It is, as
Betsy Frank, senior vice president, Saat-
chi-Saatchi, put it, cable’s ‘‘dirty little
secret.”’

That may not last long. The American
Association of Advertising Agencies and
the Association of National Advertisers
are planning to release a study of com-
mercials on cable networks very similar
to one they recently released on the net-
works. The latter study was critical of
increases in clutter.

The new study findings—coupled
with an analysis by the Network Televi-
sion Association showing cable to have
significantly more clutter than the net-
works in prime time—may at least tem-
porarily take some of the heat off the
networks and Fox.

According to the study, which ana-
lyzed one week of prime time program-
ing last November, the five cable net-
works monitored by  Arbitron’s
Broadcast Advertisers Report had an av-
erage of 10 minutes 58 seconds per
hour, compared to an average of nine
minutes on network television. That ca-
ble figure may be misleading because,
unlike the network figure, it does not
include local commercials airing on sys-
tems, which would likely increase the
cable total by a few minutes.

Of the five cable networks monitored
by BAR, CNN, with 12:25 minutes of
national commercials per hour, was the
leader. The Family Channel was second,
with 11:45 minutes per hour, followed

by the USA network, with 10:50.
Rounding out the five networks is
ESPN, with 10:21, and WTBS, which
as a superstation has no local avails,with
9:43.

Whether all the cable networks will
look at lowering their clutter remains to
be seen, although one network—The
Family Channel—already has. Accord-
ing to Steve Lentz, vice president and
managing director, advertising sales,
Family Channel, the typical prime time
hour on the network now has about 10
minutes of clutter, compared to the
11:45 minutes in November. The rea-
son, he said, was to ‘‘make the original
programing more attractive to advertis-
ers.”’

Other executives at the remaining four
cable networks monitored could not be
reached for comment.

One reason that the issue of clutter on
cable does not get the attention that clut-
ter on the networks does is money. Spots
on cable cost less than network; there-
fore media buyers are probably willing
to put up with more clutter. However,
with the recession making the playing
field more level, the clutter issue could
take on more prominence.

Right now, the CableTelevision Ad-
vertising Bureau has no immediate plans
to address the clutter issue. However,
with new studies coming out that will
likely show, as Frank said, that the *‘al-
ternatives to network television tend to
be even more cluttered,”’ the networks,
either individually or through the CAB,
may find themselves talking more and
more about clutter—an issu¢ they have
pretty much managed to avoid thus
far, -

RICH HERITAGE STARTING ‘CABLE CLEARINGHOUSE’

ormmer Heritage Communications executive Terry Rich has formed Rich
Heritage Inc., an organization that will produce video programing for both

cable systems and cable networks.

As a part of the organization, Rich, Heritage’s former vice president,
marketing, prior to its acquisition by Tele-Communications Inc., is creating
the ‘‘Cable Idea Clearinghouse™ to launch in mid-November. According to
Rich, the service will let cable networks tap into the programing ideas of cable
operators, or anyone else. Rich said the clearinghouse so far has lined up three
cable networks to work with, and is targeting an additional four by November.
The networks are providing no funding, aside from paying for specific
programing; Rich said the service is being internally, privately funded.

Rich Heritage plans to produce those projects selected by the networks that
can be shot in video, although networks may opt to produce any programing

ideas themselves.

CLOSE.

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Results.

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RANDALLE. JEFFERY
407-295-2572

RADIO and TELEVISION BROKERAGE
FINANCING * APPRAISALS

N
P

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO
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USINESS

UNWIRED NETWORKS FACING TEST

Weak upfront, uncertain scatter are among immediate challenges;
potential losses in ad inventory are long term concern

fter last year’s upfront market, it
looked as if unwired networks
had finally come of age and es-

tablished themselves as an alternative t0
the broadcast networks. Now, coming
off a disappointing upfront, the un-
wireds are hoping to again benefit from
a more active and somewhat higher-
priced network scatter market. Down the
road, though, they will still face chal-
lenges to and potential losses in the
amount of ad inventory they have to sell,
as Fox continues to expand its program-
ing lineup and independent stations look
to form programing consortiums with
studios that may want barter time.
Analyzing the unwired network busi-

ness is no easy task. Besides the inde-
pendent unwired networks, there are
also several unwired networks associat-
ed with rep firms and cable networks.
Some sell time in all dayparts, while
others, like Group W’s Premier An-
nouncement Network, sell advertisers
only local news in top-50 market affili-
ates. That being the case, each has a
different story to tell about how they are
holding up in the current advertising en-
vironment. Overall, though, media buy-
ers contacted by BROADCASTING said
they are not using unwireds as frequent-
ly as in previous years, and station oper-
ators are also reporting sales from un-
wireds are down compared to a year

L =3

COPIERS
VINEN

MINOLTA

IF | CAN MAKE IT THERE...

In a tough markefpluce it 15 important for television stations to make
themselves stand out, and that is what KFLR-Tv 5. Louis tried to do when it
made its fall presentation to the New York advertising agencies on the Sony
televizion screen in the heart of Times Square. The scréeen measures 23 by
32 feet and 15 one of the largest of its kind in the world. Just 10 make sure no
media boyers missed anvihing, EPLE-TV added monstors in the Marnott
Marquis Hiel, where the viewing ook place.

ago.

g“The unwireds were uncharacteristi-
cally quiet in the upfront,”” said Gary
andCarr, senior vice president-manager,
national broadcast, Lintas: New York,
adding that the ‘‘demand for unwired
networks has slowed.” Opportunistic
network pricing, he said, has cut the
agency’s use of alternatives. Added
Carr: “‘It does not mean we will never
use them ever again, [but] so far in the
scatter market we are taking advantage
of the networks. They are not the phe-
nomenon they were a couple of years
ago.”’

Some media buyers still see the un-
wired networks as an attractive option.
One media buyer pulled money from
network and other budgets and put it into
unwireds: ‘I did not think the network
pricing would come down, and I said 1
did not need this and went to the un-
wireds.”’

For some unwireds, the last year has
been a leaming experience, both in
terms of what the economy can do to
business and the importance of finding
and sticking to a certain niche. *‘I don’t
acknowledge the word ‘unwired,” *’ said
Michael Kammerer, president, Indepen-
dent Television Network. While Kam-
merer conceded that the prices ITN is

-**able to command are not as strong as

they once might have been,’’ the compa-
ny also lowered its operating costs. Said
Kammerer: ‘“We made a major cutback
in staff over a year ago. We had grown
so fast that we were throwing bodies at
problems.”” Kammerer attributed the
staff reduction not to the economy but to
a learning process that ITN was going
through. *‘We learned that we should
not be selling like the broadcast and
cable networks and the reps. We are a
very specific product and are no longer
saying: ‘Let’s get three network sales
people in and see what they can do.”
ITN, Kammerer said, is having *‘an all-
time high™ fourth quarter,

Alan Cohen, senior vice president of
ALIN-TV, said business is ‘‘on par”
with last year, although they do have to
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work ‘‘a little bit harder'’ to maintain
that level.

Although most unwired networks fo-
cus their efforts on independent stations,
Group W's Premiere Announcement
Network has concentrated on early and
late newscasts on top-50 market affili-
ates. According to Edward Goldman,
president, Group W Television Sales,
Premiere doubled its billings from 1990
to 1991 and already has orders for 1992.
“Low cost-per-thousands hurt our ef-
forts, but we are still happy with what
we did,’’ said Goldman,

Not all rep firms are enjoying growth.
Katz Communications said unwired
sales are below its projections, although
“given the economy, we are pleased
that they are as high as they are,” a
spokesperson said.

Besides the problems that unwireds
face from a soft advertising market,
there are still concerns from media buy-
ers over station clearances, clutter and
confirmation. One media buyer said she
had bought spots for one demographic
target and saw them in programing that
had no relation (o the client’s demos. *‘l
asked for affidavits, and | am not so sure
I believe the affidavits 1 have gotten,”
the buyer said. Several media buyers
also complained of the unwired net-
works’ tendency to badmouth one anoth-
er.
Despite the tough times some un-
wireds are facing, no one appears ready
to throw in the towel. Said ITN’s Kam-
merer: ‘‘We [unwireds] are so small in
the industry that there are umpteen ways
for us to find business. Qur upside is
enormous; the networks have no up-
side—they are the upside. We have the
ability to grow.” That ability should be
tested over the next few years. -

PROPOSED STATION TRADES

By voluma and number of sales

Tast Week
AM's 0 51,237,000 0 10
FM s O 5760,750 0 10
AM-FM's C 34,002,893 09
TY s O 5200, O 2
Togal L $6,200,6430 9

Year to Dae:

AM's O $68,.239.372 0224
FM's 0 $175,742,708 0 233
AM-FM's [0 $253,767,574 O 166
TV's L 8926,854.200 O 67
Total 0 %1,424,603,854 © 690

Por |50 1oeal s22 Fas. 7, 1991 ] BROADCASTING
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This week’s tabulation of station and syvstem sales (3250.000 and above)

WIYZ(AM)-WJIZ(FM) Albany, Ga. O Sold
by Silver Star Communications-Albany
Inc. to Keys Communications Group Inc.
for $2.54 million in debt assumption and
issuance of preferred stock. Seller is head-
ed by John Robert E. Lee, and has inter-
ests in WTMJI(AM)»-wEAV(FM) Cordele, Ga.,
and WYVO(AM)-WDXZ(FM) Charleston, S.C.
Buyer is headed by Brady Keys, and has
no other broadcast interests. wiYZ has sol-
id gold format on 960 khz with 5 kw day.
WIHZ is on 96.3 mhz with 100 kw and
antenna 469 feet above average terrain.

WMGL(FM) Ravenel, S.C. O CP sold by
MillCom Inc. to Ravenel Broadcasting
Inc. for $600,000 cash, including
$200,000 for one-year noncompete cove-
nant. Seller is hecaded by Don A. Mon-
teith, and has no other broadcast interests.
Buyer is headed by B.H. Bridges Jr. and
Jimmy 1. Gibbs (100%) and has no other
broadcast interests. wMGL has jazz/new
AC format on 101.7 mhz with 1.32 kw and
antenna 482 feet above average terrain.

wMJK(AM) Kissimmee, Fla. O Sold by
and between principals of licensee Kissim-
mee Broadcasting Corp. for $500,000 on
terms. Seller is Augustine M. Cawley,
who has no other broadcast interests. Buy-
ers are Richard Namey (50.1%) and Dan-
iel J. Schutz (49.1%) and have no other
broadcast interests. wMIX has oldies for-
mat on 1220 khz with 1 kw day.

WMYMAM)-WWMH(FM) Minocqua, Wis,
O Sold by Lakeland Broadcasting Inc. to
Raven Broadcasting Corp. for $400,000,
Terms: $260,000 cash at closing, $40,000
earnest money deposit and $100,000 10-
year note at 10%. Seller is headed by C.
James Lange, and has no other broadcast
interests. Buyer is headed by David
Ewaskowitz (37.1%), and has no other
broadcast interests. wMYM has nostalgia
format on 1570 khz with § kw day. wwMH
has AC format on 95.9 mhz with 3 kw and
antenna 178 feet above average terrain.

For other proposed and approved sales see
‘‘For the Record,”' page 59.
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JAY ZUCKER

has acquired

KPOL-TV

Tucson, Arizona

from
L.P. VON EBERSTEIN, TRUSTEE

The undersigned acted as broker in this transaction
and assisted in the negotiations

Kalil & Co., Inc.

3444 North Country Club e Tucson, Arizona 85716 » (602) 795-1050
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ost media stocks were up for week ending last Wednes-

day, during which broader market indices registered gains

of at least 3%. MSO issues showed broadest gains, including

Cablevision Systems, up 11%; Adelphia Communications, up
5%, and Tele-Communications Inc., up 14%.

Viacom jumped 11%, to 327%. Company's chairman, Sum-

ner Redstone, has continued buying stock through his National

FOCUS ON FINANCE

Amusements Inc. Among those stocks declining were ACTV
Inc., which was down 29.4% to 1'%, and WPP Group, which
over last few wecks has dropped by 50%, reportedly over
concerns about company's continuing debt load.

Rumored short squeeze in Orion Pictures may have lost
usgrip, with stock falling last Wednesday by almost 40%, to

2%,

Stack Index Notes: A-American. N-NYSE. O-NASDAQ. T-Toronta. Bid prices and common A stock used unless otherwise nated. P/E ratios are

bused on earnings per share for the previous 12 months as published by Standard and Pool's ar as obtained by BROADCASTING'S own res¢arch.

Morket Market
Closing  Cuang Capilali- Cosing  Closing Capitolis
Wad Wed Net Percent  P/E 1ation Wed Wed Net Percom  P/E  rafion
Oct 16 Oct ¢ Change Chonge  Rafic  000,000) Oct 16 Oct Change Change  Rotia (000,000)
(WPO) Washington l'ost 204 34 200 172 4 14 0212 17 1526
BROADCASTING E(wx) Westinghouse 17 U4 1B I8 - M8 -04.8) 41 T.055
Iy (BHC) BHC Comm. 8 18 55 578 13 0310 6 1,536
L} (CCB) Cap. Cilies’ABC 420 41 9 02.19 17 7.183 PROGRAMING
0 (cBs) CBS Inc. IS 14182 W -1 —00.66 702,069 .
A {CCU) Clear Channel 13 18 13 12 - M8 -0278 1325 100 [eR(IATV) ACTV |nc. 1 12 z 8 - S8 -4 |
0 (JCOR) Jacor Commun. 1 38 1 38 o000 -2 24 (AACI) All American TV 1 2 38 -138 -5190 |
[0 (OSBN) Osborn Commun. 5§ U 5 U4 27 9 & (CRC) Caroico Pictures 5 12 5 14 1M ™M36 18 166
(8 (0COMA) Outlet Comm. 6 4 T8 118 1300 8 37 (Y (OCPI) dick clark prod. 6 U4 6 12 - i/4 -03.85 16 39
R (PL) Pinclands 14 Iy 0.00 31 239 [} D:5) Dtsney 17 12 1z 38 S 18 0436 19 14,765 |
[ (PR) Price Commun. T e 25.00 3 LY (FE) Fries Entertain. ¥i6 VA - 116 -25.00 1
[ iSCRE) Scripps Howard 52 52 000 22 526 PN (HHH) Heritage Ent. 15/16 78 e 0714 1
Gl isunnc) SunGroup Inc. 34 34 00.00 -1 1 LI (HSN) Home Shop. Net. 5 34 5 ¥4 00.00 -76 533
[} (TLMD) Telemundo 1 2 20.00 7 R (1BTVA) 1BS m 4 0000 4 t
L (UTVD) United Television 27 12 27 1/2 01.8 2 19 L (KWP) King World LI | 58 N5.60 12 1,089
' i 2] (xREN) Kings Road Ent. 316 316 0o - 1
Ll (MC) Mutsushita 17 18 158 -1 U8  -0095 13241827
LW (NNH) Nelson Holdings 516 5116 00.00 1
6] (NNET) Nostalgia Net. 1316 9/32 Va 4444 2
BROADCASTING WITH OTHHI MA.IOR_ INTERESTS Ni {OPC) Orion Pictures 2 ¥4 2 4 12 2222 W
L} (PC) Parumount Comm. 38 34 36 34 3 0544 28 4338
(BLC) A.H. Belo 9 12 9 34 - 14 -0084 22 56l | il (ML) Playboy Ent. LW b 0L o0:00__Thel. 27
(AK) Ackerley Comm. 1 12 1 34 - 14 1929 1 28| EEROQNTXQ) Qintex En. s Cid 08,60 2
(AFL) American Family 26 YRR 154 0722 15 1977 Rl (OVCN) QVCNetwork 18 %8 16 38 2 1221 -26 13
| (ACCMA) Assoc. Comm. 17 38 17 12 - 18 -00.71 162 667 Sl (RVCC) Reeves Commun. 6 34 & 34 COC Ol o i
(CCN) ChrisCrat e e LA 5 & [] (RPICA) Republic Pic A 7 L2 7 34 - 114 03.23 35 29
Y (DUCO) Durham Corp. 33 114 32 114 0391 15 287 | o] (SP) Seiting Ent. O oo BT
[0 GCD) Gonrnett Co. 46 12 37 78 2 558 0693 18 5.7% (UKE) VidewrJaketing 13T I 0007 ‘Al __m9
[0 (GE) General Electric . 71 38 65 38 6 09.18 (3 59,962 | | WONE) Westwood One 2 1158 » o we 4
(GACC) Great American 113/16 1 718 - 116 -03.33 94
(MTG) Heritage Media 3 38 2 172 8 F0 3 124
(J¥) JefMerson-Pilot 5 118 48 34 138 2.8 11 1,73 e —
(LEE) Lee Enterprises 22 1/4 22 I8 8 0056 11 S8 | CABLE
(LC) Liberty S8 18 5 I8 | ¥4 o310 13 329 |
(LINB) LIN 75 012 412 0638 -39 3828 ;i ATN) Acten Corp. 4 4 00.00 £
| | MHP) McGraw-1Hin s2 78 51 38 112 0292 15 2549 R ATCMA) ATC S0 14 49 1M 1 0203 40 5,207
(MEGA) Media General 21 14 20 778 I o8 2 569 Y CVC) Cublevision Sys. A 33 T 3 1M 1092 -2 T2 ]
(MDP) Meredith Corp. 26 12 26 112 00.00 14 445 Y (CTY) Century Comm. 10 10 .00 -t 776
} DY (MMEDC) Multimedia 23 0 3 2 U4 1084 I8 8M4 {CMCSA) Comeast 17 M8 15 12 178 1210 -10 1,3791
LW (NYTA) New York Times 20 20 18 - 18 0062 31 1,719 LW {(FAL) Falcon Cable 10 38 10 14 - U8 01.22 -5 ﬁ_.’,
‘ U NWS) News Corp. Ltd. 18 38 16 58 1 3 1053 9 4,563 LR (JOIN) Jones Intercable 13 u_ 7 118 09.47 'L__”"j
R (PARC) Park Commun. 15 L4 14 14 i 0702 17 310 ETN <kD) Knight-Ridder & 118 47 18 i Toz1z 18 2,510
53 PLTZ) Pulitzer Pub. 212 1 12 woeo 21 233 Ll (RC1.A) Rogers*AY 1oz uoa2 w00 9 s
28 (SAGB) Sage licsg. 1 S8 1 58 00.00 -1 6 [*B(TCAT) TCACable TV 18 14t 17 12 31 04.29 66 437
] (STAUF) Staufer Comm. 117 17 000 39 117 BY rcoma) Tor 16 38 14 38 2 1391 .13 5.595
LI (TMC) Times Mirror 2 12 21 M 34 0270 25 3,967 LB (TWX) Time Warner 84 78 83 3 118 014 -5 4,750
ol (TRB) Tribune Cao. 14 36 34 212 06.80 28 2,606 Y (UAECA) United Art A" 16 ¥8 1412 178 1293 .13 2,228
[Y (TBSA) Turner Bestg.’a® 17 78 17 578 Ve 0142 38 2427 | FY (V1A) Viacom 2 M 9 oz 3 8 ILH 4 3487 |
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MODEST FUTURE PREDICTED FOR BROADCAST, CABLE

Veronis, Suhler report sees continuing viewer erosion for network affiliates

ndependent television stations will

maintain their share of the viewing

audience over the next five years
while network affiliates continue to ex-
perience viewer erosion, according to
the 1991 Communications Industry Re-
port by the investment banking firm
Veronis, Suhler & Associates.

The news was not all bad for affili-
ates: while viewer erosion will continue
to be a way of life for those broadcast-
ers, the report predicts that *‘the rate of
decline will moderate.”’

Adbvertising growth, the report said,
will continue to be limited through 1992
by the ““continuation of restructuring at
the regional local retail levels, which has
impacted and will continue to dampen
local advertising growth for all media.™
While more substantial growth is ex-
pected in 1993-95, the report said the
five-year growth rate of television sta-
tion advertising will drop slightly, from
6.0% for 1985-90 10 5.8% for 1991-95.
Total advertiser spending on broadcast
television, the report projects. will grow
from $25.5 billion in 1990 to $34.2 bil-
lion in 1995. Spot and network spending
by advertisers is projected to grow 6%
annually, eight-tenths of a point higher

five years.

Advertising revenue on syndicated
programing will continue to grow, but
not at the same rate. The Veronis,
Suhler report projects that $12.6 billion
will be spent by advertisers on syndicat-
ed programing in 1995, compared to
$8.6 billion in 1990. The annual growth
rate from 1991 to 1995 will be 7.8%,
compared to the 9.4% annua! growth
rate from 1985 to 1990.

Spending on programing by both
broadcast and cable networks, the study
forecasts, will also decline because of
the declining advertising market.

The number of barter units in a syndi-
cated program will grow over the next
five years, but also at a slower rate.
Barter, the study says, will grow from
1990°s $1.2 billion to $1.8 billion in
1995. In terms of annual compound
growth, revenue from 1991 to 1995 will
grow at 9.6%, an almost 8% decline
from the annua! compound growth rate
of 17.2% over the last five years.

Cable growth will also slow, the study
says. According to the study, cable pen-
etration will continue to be limited. and
increased competition from home video
and basic channels will lead to a consoli-

Subscription spending growth will also
be limited because of price increases.

On the advertising side, cable will
continue to grow at a 12.2% compound
annual rate from 199] to 1995, a decline
from the 19.8% annual growth of the
last five years. Total cable spending, the
study said. will grow to $22.4 billion in
1995 from $15.1 billion in 1990, an
8.2% compound annual rate compared
to 13.2% for 1985-90.

Although the picture for much of the
Fifth Estate is one of slow growth over
the next five years, it still might give
people something to look ahead to com-
pared to 1990.

According to the study, the operat-
ing income of ABC, CBS, NBC and
Fox fell an average of 21.1% and cash
flow declined 17.9%. Much of those
declines are attributed to CBS’s write-
downs on Major League Baseball.
NBC endured a 20.9% decline in oper-
ating income and a 17.7% drop in cash
flow, while ABC suffered modest
drops in operating income and cash
flow of 0.7% and 0.5%, respectively.
Fox's additional programing and the
subsequent advertising revenue helped
their operating income grow 91.2%

than the 5.2% annual growth of the last dation in the number of pay channels. and cash flow 89.9%. -
Morket
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CABLE REREG PACKAGE INTRODUCED IN HOUSE

Legislation will teach cable ‘modest table manners’ says sponsor Eckart,
NCTA decries return to city council regulation of cable

he House of Representatives now

has before it a full package of

strict cable reregulation legislation
with measures equivalent to the Senate’s
cable bill (§. 12), which is expected to
pass when it reaches the floor, perhaps
next month.

The introduction of the Cable Con-
sumer Protection Act (H.R. 3560, under
the same title as S. 12) proposes pro-
gram-access and ratc-regulation provi-

sions to go along with the alrcady intro-
duced House retransmission-consent/
must-carry bill (H.R. 3380). Dennis
Eckart (D-Ohio), who co-authored H.R.
3380 late last month (BROADCASTING,
Sept. 30), announced the new bill last
Tuesday morning (Oct. 15) with fellow
Telecommunications Subcommittee
member Jim Cooper (D-Tenn.). Repub-
lican Christopher Shays (Conn.), who is
not a member of the subcommittee, also

| endorsed the bill.

Further Republican support for H.R.
3560 as well as H.R. 3380 could be diffi-
cult to gain. Many GOP members and the
Bush administration belicve the provisions
are too regulatory. Similar objections led
to the passage of a more lenient cable bill
at the end of the congressional session last

| year. Republicans “are now saying that

that bill we passed last year was too regu-

| latory,” Cooper said. **My attitude is that

OHIO’S ECKART: CHAMPIONING CABLE REREG IN HIS LAST YEAR

hio Democratic Congressman Dennis E. Eckart has

emerged as the leader of the push to get cable reregula-
tion through the House by the end of next year. As co-
author of the retransmission-consent and must-carry provi-
sions of the Fair Competition in Broadcasting Act (H.R.
3380) and last week’s proposed measures to put rate regu-
lation back in the hands of local governments, Eckart will
spend the next year in the middle of a bitter telecommuni-
cations struggle.

But the next 14 months may be his last in Congress.
Eckart has already announced plans to pass up the 1992
elections to spend more time with his family and work in the
private scctor (‘‘In Brief,”’ Oct. 7).

He said his forthcoming departure will not damage his
ability to lead cable legislation through the House. He ex-
pects the bills to pass on their merits. ‘"I might want to
construct this for many of my colleagues as: *Well, there’s
just one more thing you can do for me.’ But [ have never
legislated that way.””

Before his decision to step down next year, Eckart, 41,
had been considered a rising star in the Democratic House of
Representatives. He has been co-chair of the Democratic
Congressional Campaign Committee since 1987.

He maintains a residence in Mentor, Ohio, with his wife
and son. Before entering politics as a member of the State
House ol Representatives, Eckart was assistant Lake County
(Ohio) prosecutor. He was elected to Congress in 1980 and
has been an advocate for stronger cable regulation for the
past three years while serving on the House Telecommunica-
tions Subcommittec.

**Some of the eariiest cable systems in Chio were in my
district 30 years ago. They were really just nothing more than
community antenna services. Consequently, there is a long
history of cable in Northeastern Ohio,”” he said. “‘It’s the
kind of thing I’'m asked about a lot when I’m at home.. .be-
cause it’s the kind of thing in terms of rates that people do
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appreciate.”’

Time is already short for passage of cable legislation.
Eckart estimates House passage by next March or April will
be necessary for the bills to have a realistic chance for 1992
enactment. Most of the rest of Congress will tumn its attention
to the elections by late spring and will not be as willing 10
take stands on contentious issues.

Eckart and his supporters will also have to overcome anti-
regulatory opposition to .
the bills from the Bush ad-
ministration and  most
House Republicans. The
margin of passage of the
Senate’s cable bill (8. 12),
which includes similar re-
transmission-consent and
rate-regulation provisions,
could be a key indicator of
the future.

“*It’s critical, for the ol
House to act, that 8. 12 -
come over here with a ringing endorsement from the Senate
and also that it have a veto-proof number so that the lunacy
of hiding behind the George Bush veto pen is transparent for
everyonc to see,”’ Eckart said. “*It is the Senate most recent-
ly that has sustained the President’s vetoes. On the House
floor the cable position is in serious trouble.””

Eckarnt credits broadcasters as the chief force behind cable
regulation initiatives. ‘‘They have reinvigorated the House
debate,’’ he said. ‘‘Clearly every member of Congress has a
group of broadcasters who arc community-oriented neigh-
bors and friends. That changes the meaning of this debate,
particularly in juxtaposition to one of the media conglomer-
ates that happens to own a cable company, like Time Warner
or TCI. That’s the advantage of enlisting the broadcasters’
support, and they have been very effective.”’ -RMS
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competition is the key and strong regula-
tion is necessary.”’

“‘Our bill proposes just to teach [cable
operators] some modest table manners,”
Eckart said. *‘The gluttony at the dining
room table they have exhibited through
exorbitant rate increases must be re-
strained.”’

The major intent of H.R. 3560 is to
return to local and city governments
much of the regulatory jurisdiction over
cable TV systems taken away by the
1984 Cable Act. The main provisions
include:

B Rate regulation based on effective
competition. Like S. 12, it gives local
governments authority to regulate rates
where there is no effective competition.
Effective competition is said to exist
when a second multichannel service is
available to 80% of a community and
serves at least 30%.

B Program access. Cable program ser-
vices cannot refuse to deal with wireless
cable, direct broadcast satellite or other
emerging video media.

® Vertical integration. The bill directs
the FCC to set limits on the number of
program services a cable system opera-
tor may own or hold partial interest in.

® Subscriber limits. The commission
would be charged with setting the maxi-
mum number of homes a cable system
can serve.

B Consumer electronics. All cable
systems would be required to provide
signals compatible with cable-ready
TV’s and VCR'’s. Independent commer-
cial sales of remote controls and con-
verter boxes would be encouraged.

The overall goal of H.R. 3560 is to
encourage the establishment of multiple
cable systems or other subscriber-based
video program media competing head-
to-head in all U.S. communities. Cooper
cited the recent overbuild in Glasgow,
Ky., as demonstrating how multiple ca-
ble systems could affect rates. Until re-
cently, the commmunity was offered 30
channels for up to $20 a month. ‘‘Last
year a competitor entered the market of-
fering 47 channels for $13.50, and what
do you know—the incumbent cable
company suddenly dropped its price to
$8.95,” he said.

The bill also encourages local govern-
ments to license more than one cable
franchise and to encourage competition
from other players, such as wireless ca-
ble and the telcos. Cooper reaffirmed his
support for the Communications Com-
petitiveness and Infrastructure Modern-
ization Act (H.R. 2546), which would
allow the regional Bell operating compa-
nies (RBOC’s) to own cable systems and
program services in their local telephone
service areas.

Eckart said he has not yet decided on
a position for H.R. 2546. ‘‘My concern
about telco entry is that I don't know if it
is anything more than the phone compa-
ny buying the cable company and
whether that really brings about any
more competition,’” he said. But he said
phone company ownership of a cable
system in competition with other cable
companies in a community could be ac-
ceptable.

Cooper was similarly noncommittal
about retransmission consent: ‘‘I'm still
looking at that bill. The key question is
that I don’t want cable rates to go up for
consumers across America, [ think
paired together [H.R. 3380 and H.R.
3560], you have a good opportunity to
improve fairmess to broadcasters and
lower cable bills.””

The complexity and differing reac-
tions to the various proposed cable regu-
lations was the main reason retransmis-
sion consent/must carry and rate
regulation/program access were intro-
duced in separate bills rather than in one
package, like S. 12. *“There will be, I
think, some clear guideposts coming
from the Senate floor consideration of S,
12 that will indicate the relative strength
of the individual pieces I have intro-
duced,’” Eckart said.

Several organizations  supporting
H.R. 3560 were represented at a Capitol
Hill press conference last week. Alexan-

dria, Va., Mayor Patricia Ticer, repre-
senting the U.S. Conference of Mayors
and the National League of Cities, said,
*‘Cable companies that are good citizens
and understand the privilege of public
trust should not object to this bill.”’

*“The cable industry has had it all—no
competition, high rates and little con-
sumer protection, It is now the consum-
er's tumn,”’ said Parris Glendening,
county executive, Prince George’s
County, Md., speaking for the National
Association of Counties.

The National Cable Television Asso-
ciation attacked the Eckart-Cooper bill.
“City council regulation of cable TV
didn’t work 10 years ago and it won't
work now. The heart of our concemn is
that throwing cable television companies
back into the hands of 10,000 city coun-
cils will choke off investment in new
cable networks and in development of
new technologies,”” an NCTA spokes-
woman said.

The National Association of Broad-
casters, an enthusiastic backer of the
House retransmission-consent bill, kept
a low profile for the introduction of
H.R. 3560, which would have less di-
rect impact on broadcasters. An NAB
spokeswoman said the association is
“‘reviewing the legislation. We clearly
support S. 12. To the extent this bill
tracks S. 12, we would be inclined to
look favorably upon it.”’ -RMS

BROADCASTERS, PUBLIC INTERESTS
ARGUE SATELLITE TV PROPOSAL

NAB says new FCC rule should not count satellites
against ownership total; citizen groups say that would
discourage new owners, including minorities

R ecent changes in the FCC’s ter-
restrial satellite television policy,
particularly the elimination of a
5% local programing origination cap,
should not lead to counting satellite sta-
tions against the FCC’s national multiple
ownership rules. To do so would threat-
en service to already underserved areas
of the nation, said many broadcasters
who filed comments last week at the
FCC.

“If ownership of a satellite station
would restrict a group owner’s ability to
purchase other stations, a disincentive to
construct or purchase satellite stations
will be created, and the public who
could otherwise be served by a satellite
will be harmed,”” said the National As-

sociation of Broadcasters.

Some public interest groups see it dif-
ferently. The Office of Communication
of the United Church of Christ, in a joint
filing with the Telecommunications Re-
search and Action Center and the Wash-
ington Area Citizens Coalition Interested
in Viewers’ Constitutional Rights, said:
‘“The changes make it possible (and ex-
tremely attractive) for large, distant op-
erators to obtain and operate satellite
stations throughout the country. Other
incentives to provide satellite service,
such as exemption from the multiple
ownership limits, are no longer need-
ed.”

Satellite TV stations rebroadcast, al-
most in its entirety, the broadcast signal
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of another station, often referred to as a
parent station. The rules governing those
stations were changed at the FCC’s Au-
gust open meeting when the commission
moved from a case-by-case approval ap-
proach to a three-part ‘‘rebuttable pre-
sumption’’ test. The new policy requires
an applicant seeking satellite status to
demonstrate that the market is currently
underserved, that there is no city-grade
signal overlap with the parent station,
that the satellite station cannot remain
economically viable as a fuli-power sta-
tion and that there are no other parties
interested in operating the station at full
power.

As part of that proceeding, the FCC
eliminated the 5% ceiling on locally
originated programing by the satellite
station. Previously, programing below
that limit allowed the satellite station to
be exempt from commission regulation.

But since that cap has been removed,
concerns have been raised that without
the limit satellite stations would become
“pseudo full-powered stations,”’ as
Commissioner Andrew Barrett, and oth-
ers, have put it. The FCC’s second no-
tice addresses the multiple ownership
implications of the August rule changes,
particularly as they relate to reducing
opportunities for new broadcast entrants
and minorities.

‘‘Although the commission now will
authorize satellite stations to originate
programing in far greater amounts than
it previously allowed, there is scant evi-
dence, if any, of the number of satellite
stations which have taken advantage of
this option or plan to. Almost all satellite
stations continue to operate primarily as
passive repeaters of other stations’ sig-
nals, and not as independent voices,”’
NAB said.

CBS said ‘‘the 5% limit was an arbi-
trary benchmark and may have artificial-
ly limited the amount of local program-
ing on many stations.’”” CBS said it was
doubtful local programing on many sat-
ellites would increase: *“The economic
realities of satellite operation make it
unlikely that many such stations will go
much beyond 5% origination of pro-
graming.”’

Hubbard Broadcasting said that
*‘those most likely to build and operate
[satellite] stations will not use one of
their permitted number of stations that
can be owned for the operation of satel-
lite stations, which are likely to be in
small or economically depressed mar-
kets.... The FCC has recognized the
benefits of group ownership in terms of
increased local news and public service
programing [because] the economies of
scale can enable financially marginal
stations to stay on the air.”

Hubbard has four parent TV's—KOB-
TV Albuquerque, N.M.; KSTP-Tv St.
Paul; WTOG(TV) St. Petersburg, Fla., and
WwDIO-TV Duluth, Minn.—and six satel-
lites plus an application to construct a
seventh. Even without the exemption,
Hubbard would remain under the current
12-station limit.

Hubbard Broadcasting said the FCC’s
inquiry into the multiple ownership im-
plications of the rule changes is ironic
while it is considering ‘‘changes that
may be necessary in its structural rules
in light of what has been portrayed as a
dismal future for television by the Office
of Plans and Policy paper.”

The Church of Christ said a continued
exemption *‘will inevitably squeeze out
small entrepreneurs and new entrants.
Large group owners can spread pro-
graming and other costs over a number
of stations, freeing up resources to ac-
quire as many satellites as they can af-
ford.”

CBS disagreed, and said that since the
FCC’s new policy “‘requires that an ap-
plicant for satellite status show that no
alternative operator is willing to con-
struct or purchase a station for full-ser-
vice operation, it insures that small en-
trepreneurs and new entrants will not be
deprived of any economically viable op-
portunity to enter the broadcast busi-
ness.”’

Eliminating the exemption could hurt
the already slumping station trading
market as well, some said. It ‘‘would
surely have a chilling effect on the deci-
sions of the stronger operators to serve
the public with free over-the-air televi-
sion,”’ said Joseph C. Amaturo, the
court-appointed receiver for KHGI-Tv
Kearney, Neb., and its two satellite sta-
tions. He said eliminating the exemption
“‘could well be the obstacle that would
prevent ever finding a buyer for the sta-
tions, and they would simply go off the
air.”’ s

WASHINGTON WATCH

TROUBLED OVER
TIME WARNER

News of possible Japanese
investment in Time Warner’s cable
and motion picture interests
(BROADCASTING, Oct. 7) got a chilly
reception on Capitol Hill. ““It
would have some obvious and
disturbing implications for our
regulatory system, particularly given
the lack of investment
opportunities available to American
media companies in Japan,’’ said
House Energy and Commerce
Committee Chairman John
Dingell (D-Mich.). Dingell also
criticized Time Warner for
*‘freely discussing an alliance with a
company {Toshiba) that has
admitted selling sensitive information
to the Soviet Union.™

House Telecommunications
Subcommittee Chairman Edward
Markey (D-Mass.) is sponsoring
legislation to extend the current
foreign ownership restrictions on
broadcast stations to cable operators.

BASEBALL STRIKES OUT

The FCC denied a petition by

Major League Baseball seeking a
waiver of the network
nonduplication rules. MLB sought to
have all live broadcasts of the

same event fall under the rule. A
problem arises when separate

telecasts of the same game—one by a
superstation and another by the

local market’s rightsholder reaches
the same market and the local

station wants the distant signal to be
blacked out. MLB favored local
rightsholder protection, but the FCC

. said: ‘‘the same sporting event

[televised] by separate television
stations each holding its own
license to breadcast the game and
each using its own announcers,
equipment and editing constitutes
separate copyrightable works and
does not constitute a single network
program.”’

DAB DIFFERENCE

A report by the Library of

Congress Copyright Office advises
passage of special copyright
legislation with the implementation
of digital audio broadcasting.

DAB is likely to increase the
frequency of home recording of
radio broadcasts and to ‘“increase the
potential for economic harm to
copyright owners of recorded
works,”’ the report concluded.

The Copyright Office suggested
technical solutions, such as
anticopying codes, and royalty fees
on digital audio recorders and

blank tapes as potential solutions.
The National Association of
Broadcasters said it would oppose the
recommendations.
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CROSSROADS AT CANNES: TV'S WORLDLY MIPCOM

No obvious signs of slowdown in international television marketplace;
diverse activities include ‘customizing’ U.S. shows for foreign markets

athy Malatesta, vice president,

sales and marketing of Westing-

house Broadcasting International,
was still holding meetings with foreign
broadcasters on the last day of MIPCOM
(BROADCASTING, Oct. 14) amid packed
boxes and workmen moving furniture.
Toward evening, when security person-
nel at Cannes’ seaside convention cen-
ter, the Palais, finally ushered the re-
maining participants out the door, the
business meetings spilled onto the near-
by sidewalk restaurants. Some buyers
and exhibitors even suggested that MIP-
COM (The International Market for
Television, Video, Cable and Satellite
Films and Programs) should be in-
creased beyond its current five days.

That such a market should be busy
despite a slowdown in the growth of new
TV outlets and a well-traveled recession
says much about MIPCOM’s diverse
functions. The Reed International-owned
exhibition (Reed also owns BROADCAST-
ING) continues to serve first as a place
where U.S., British and other program
distributors exhibit and sell programs to
foreign TV networks and other buyers.
But MIPCOM is also a meeting place
where producers submit program propos-
als to distributors and studios, where co-
productions are arranged and where dis-
tributors try to discern buyers’ future
needs. Less formally, it is a reunion
where geographically distant parties to the
international TV business can break bread
in a pleasant setting.

How is the international program mar-
ket? Reviews were mixed, although no
one suggested that buying activity great-
ly deparied from last year. Some buyers
said prices were roughly flat, averaging
differences among genres (made-for-TV
movie prices, for instance, may have
been down some) and among countries
(prices paid by some German buyers, for
instance, may have been higher).

If the underlying market at MIPCOM
was mostly the same, there were trends
in evidence that might change the way
future business is done. Economic diffi-
culties and increased buyer sophistica-

Top executives work the booths in Cannes: at left, MCA TV International President Colin

Davis; at right, Capcities/ABC Video Enterprises President Herb Granath (r) talks with Rick
Spinner, senior VP, European operations.

tion—this was at least the third MIP-
COM for most buyers contacted by
BROADCASTING—have caused them to
be increasingly cash conscious. Said
Drew Levin, president of DSL Enter-
tainment: “*In the past nine months a lot
of countries have slowed payments
down.” Some countries additionally
were said to be delaying payments by
declining to take delivery of product un-
til just before air date.

The maturation of new foreign broad-
casters has also seen the maturation of
relationships between them and their co-
production partners. Last week many
such partners were discussing whether it
made sense to form more permanent alli-
ances (see *‘Top of the Week”’).

Animation’s big surge,
made-for-TV's quandary

hen somebody says ‘‘action’’
at Cannes, it is less likely to be
a film festival director than a

MIPCOM buyer. Last week, action tele-
vision shows, whether drama, series or
even animation, were said to ‘‘travel
better.”’ Peter Keefe, creator of Zodiac
Entertainment’s animated hits Mr. Bo-
gus and Widget, said: ‘“You can’t have
to¢ much talking.... The test is, when
you turn the volume down...is it wild?>’

Even among reality and game shows
action was noticeable. Several series were
being promoted that documented Holly-
wood stuntmen, including GRB Entertain-
ment’s Stuntmasters and DSL’s Holly-
wood Stuntmakers, and Grudge Maich
had already been formatted for both
French and German TV, said Genesis In-
ternational President Wayne Lepoff.

Other than the action in action, stories
from MIPCOM mostly were specific to
genres such as made-for-TV movies and
animation.

Distributors of made-for-TV movies
have been hit on both the supply and
demand sides. Perhaps the most important
factor, said Hearst Entertainment Interna-
tional President William Miller, is the de-
cline of the home video market for such
movies, offset some by the increased
number of media outlets. The fall-off has
especially hurt because, unlike most
broadcasters, home video distributors paid
cash upfront for their rights.

Meanwhile, the supply of such mov-
ies jumped from 75 last year to 235 at
this year’s MIPCOM, according to esti-
mates by Saban International Chairman
Haim Saban. A major factor has been
the increased product from U.S. cable
programers like Turner and USA Net-
work. The increased supply has en-
forced buyers® attitudes of treating
*‘made for’s’’ as a ‘“‘fungible commod-
ity,” said Carolco International Presi-
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dent John Ranck.

For the sellers the solutions have been
many, including selling off distribution
rights and getting upfront cash commit-
ments from co-production partners. |

As for animation, Jeff Segal, presi-
dent of Universal Family Entertainment, |
a recently formed MCA division, said he
was ‘‘amazed’’ at the amount there was
at MIPCOM. Zodiac’s Keefe said the
“‘renaissance’’ of animation he first no-
ticed in April has continued.

Animation has been ripe for co-pro-
duction since costs reached an average
of at least $250,000 per half-hour. The
$3- to $4-million investment for just 13
episodes is a bigger risk than many
smaller animation distributors can af-
ford, especially those that do not take
toy company money.

Among the co-productions being pro-
moted at MIPCOM last week were

A £ R
Bucky O’Hare, a venture between New L,

York-based Sunbow Productions and the
French production company IDDH.
Nickelodeon said it signed a multi-series
agreement with French production house
Ellipse Programme, and Hearst has ar-
ranged some additional financial back-
ing for the next 39 episodes of Prince
Valiant and another animated series in
the planning stage.

Whether the current supply of anima-
tion will be necessary to meet demand or
whether, observed MCA’s Segal, it will
create a cyclical bust in the market re-
mains to be seen at future MIP-
COM’s. -f

TAILORING THE SHOW TO THE COUNTRY

c ustomizing’’ is the new buzzword in international television. Essentially it means |
any strategy—formatting or segmenting—that makes programs more attractive to
foreign buyers. One reason customizing was of special interest at MIPCOM is that
local content laws restricting the importation of U.S.-material make selling some
programing more difficult, especially that material other than the major dramatic and
comedy series and movies.

With documentaries, such as the 26-part series Spies, customizing means using an
off-camera narrator, said CBS Enterprises President James Wamer. King World
Productions has had luck selling the format of Whee! of Fortune as the above photo |
of a recent gathering of the game show’s international hostesses in Florida shows.
And the format of Studs has already been sold to France, said William Saunders,
president of 20th Century Fox TV International.

FEUDING YUGOSLAV FACTIONS HOLD THEIR FIRE TO BUY TV |

n Cannes the Serbs and the Croats were talking last week.

The buyers for those warring republics—and Yugoslavia’s
other republics—had to talk because, despite the fighting,
they still share television channels.

According to two Yugoslav buyers who talked with
BROADCASTING last week at MIPCOM, if any one of them
buys a show he or she buys rights for the entire country; thus
each of them needs to know what buyers for the other
regional television networks might be interested in. Each
buyer who likes the show then has it subtitled in that repub-
lic’s language and airs it during the portion of the day
allocated to that republic.

While looking at a TV show’s U.S. track record, both
Judith Minda, who buys for TV Novi Sad, and Mladen
Popovic, who buys for Televizija Beograd, ultimately rely
on their own judgment. Both passed on The Simpsons be-
cause they did not think it would appeal to their respective
audiences. The show was bought by another republic but,
Minda said, has not done especially well. Popular shows
include Twin Peaks and Moonlighting.

Yugoslavia, which has roughly six million TV house-
holds, has no local content law, but Minda and Popovic

expect legisiation soon. A month ago, the government began
levying a tax on foreign theatrical films aired on TV; the
revenues generated will be directed to Yugoslavia's own film
production.

Like many buyers at Cannes, neither Minda nor Popovic
have authority to sign contracts. Negotiating final terms and
closing a deal is instead handled by business affairs officials,
in their case a representative of the government’s import-
export office.

Both are aware that more competition will come to Yugo-
slavia’s TV industry, and some privately held broadcasting
facilities have already started up. None, though, match the
government facilities’ signal strength, Popovic said.

For many of the buyers MIPCOM is just one of many
buying opportunities held during the year. Last month, the
Yugoslavian contingent hosted at least half a dozen major
program distributors on the Adriatic coast.

At Cannes, Popovic was trying to discuss formating with
two game show distributors, both of whom had been slow in
responding to previous inquiries. He suspects that the civil
war has caused distributors to avoid starting a working rela-
tionship with any one faction in the fighting. -6F
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* x % TUNE INTO SRDS * * %

THREE GREAT WAYS

T0 BUY TIME!

The fill 403 oty

Subscribe now to these three essential and timesaving resources from SRDS —
for instant access to comprehensive, accurate, up-to-date broadcast media and market data.

Spot Radio Rates and Data from SRDS is
an invaluable resource for planning, bud-
geting and buying successful radio ad
campaigns. Published monthly, itfeatures
profiles of over 5,000 AM and FM radio
stations, arranged geographically by
MSA and non-MSA and alphabetically by
call letters. It also contains Birch Ratings
for the 18-34, 25-54 and 35-64 demog-
raphic segments and an Agri-Radio sec-
tion, covering Agri-Reps, Agri-Networks
and individual station listings. Use it to
get your message on the air and targeted
totheright audience. Only $377

With this SRDS network of broadcast

media regources on your marketing team,
you'll have all the Information you nead
1o buy TV and radin time with confidence.

FOA FASTER SEAVICE, CALL: 1-800-323-4580
n Mnois, CALL: 1-708-256-8333
FAX-1-70B-441-2252

Spot Television Rates and Data from
SRDS is the industry standard for com-
prehensive, current, efficient TV media /
market data. Published monthly, each
updated issue offers in-depth listings of
over 1,100 TV stations, cable systems,
national /regional networks, and TV
groups, arranged alphabetically by state,
city and call letters. Also included is an
Agri-Television section, covering Agri-
Reps, Agri-Networks and individual sta-
tion listings. Use it to buy on-target tele-
vision time and channel your resources
more cost-effectively. Only $357

Spot Radio Rates and Data/Small Mar-
kets Edition completes the SRDS net-
work of broadcast media resources. It
contains comprehensive media and mar-
ket data on 4,000 radio stations in mar-
kets with populations of 25,000 or less.
Published semi-annually, it lists call let-
ters by city of license, network or group
affiliation, as well as rate information and
key audience demographics. Use it to
plan and buy more cost-effective, tar-
geted radio ad campaigns aimed at spe-
cific U.S. communities. Only $127

[m—————————————

TO: Circulation Department
STANDARD RATE & DATA SERVICE

YES, enter myorderfor __
for only $377 each (12 Issues).

YES, enter my orderfor
Data for only $357 each (12 issues).

YES, entermyorderfor

U
O
O

[]  Send me more information.

3004 Glenview Road, Wilmette, IL 60091-3092
annual subscription(s) to Spot Radio Rates and Data

B S
srcls

annual subscription(s) to Spot Television Rates and

annual subscription(s) to Spot Radio Rates and Data/
Small Markets Edition for oniy $127 each (2 issues).

Check enclosed. ||  Bill my company.
Please rush the above copies to my attention so | can begin making more informed broadcast
media planning and buying decisions. (Orders cannat be p d without a signature and company name.)
FXBC
PLEASE SIGN (Signature required on all orders)
NAME TITLE
COMPANY
AODRESS
cimy STATE {4

PHONE( } TYPEOF BUSINESS

|
|
|
{
1
|
I
|
|
|F'I
l
|
|
|
|
|
|
{
{
|




FROM THE FIRST AIRWAVE

GUGLIELMO MARCONI

IN OUR 60TH ANNIVERSARY ISSUE,

Once in a decade an important
issue comes along. This one tock
six decades. It’s Broadcasting’s 60th
Anniversary Issue. We look at 60
years of incredible change, profile
60 of the most influential people in
the business and ask what the next
60 years will bring.

We’re also marking our 60th
Anniversary with the creation of the
Broadcasting Magazine Hall of Fame.
On December 10th, we’ll induct the
first inembers. It’s our way of honoring
and remembering the people who

have made broadcasting what it is
today. And will be tomorrow.



TO THE NEW WAVE...

WE COVER IT ALL. Broadcasﬂﬂﬂ

This special Anniversary Issue will
be polybagged with the regular
December 9th issue. It’s one wave
you’ve got to catch.

Closing November 27th.

For rate information, call Larry Oliver
at: (212) 599-2830.




JOURNALINM

BBC LAUNCHES ASIAN NEWS CHANNEL

Expansion of World Service Television is latest in plan to cover
the world in competition with CNN; next stop: Africa

week moved a step closer in its

plans to establish news channels
around the world with the launch of the
BBC World Service Television in Asia.
The deal gives the BBC access to 38
Asian countries representing more than
half the world’s population, posing a
considerable challenge to Cable News
Network’s hold on the global market-
place.

The deal with Hong Kong-based sat-
ellite TV broadcaster STAR-TV makes
the service available to 2.7 billion peo-
ple in Asia and is a major step in the
expansion of the seven-month-old BBC
World Service Television. The BBC
hopes to close an African deal within the
next few months and will then focus on
finding strategic partners in North and
South America, according to Jonathan
Crane, head of the BBC in New York.
He said the BBC plans to have the ser-
vice cleared on every continent by 1993.

Crane said most of the news footage
on the service is generated by the BBC
itself, which staffs 250 correspondents
in 50 bureaus around the world. The
BBC also has access to footage through
Visnews, the international newsgather-
ing service jointly owned by Reuters,
NBC and the BBC.

The BBC’s Asian service was
launched last week with two hours of
programing, and on Nov. 15 will expand
to an around-the-clock service with 10-
minute news bulletins on the hour. Ini-
tially, the service will present world
news, Asian news, business programing
and continental weather information.
The expanded 24-hour schedule will fea-
ture current affairs and other informa-
tional programs from the BBC, includ-
ing  Panorama, Newsnight  and
Tomorrow's World. At least half of all
programing on the full-time Asian ser-
vice will be news and current affairs.

Advertising on the Asian service is
being handled by STAR-TV parent
Hutchvision, which in turn shares its
profits with BBC World Service Televi-
sion. The service will initially be deliv-

T he British Broadcasting Corp. last

ered in English and later will include
simultaneous translation into a range of
Asian languages. The channel is avail-
able at no charge to homes equipped
with home satellite dishes, cable televi-
sion, SMATV and MMDS. STAR-TV
also provides sports and music channels
through U.S.-based Prime Network In-
ternational and MTV, respectively.

World Service Television currently
broadcasts 18 hours a day in Europe,
where the service has been available
since April. The service reaches about |
million cable subscribers plus several
hundred thousand viewers through DBS
and other delivery systems. London-
based World Service Television, a whol-
ly owned subsidiary of the BBC, is an
outgrowth of the BBC’s international ra-
dio service, which reaches 120 million
people worldwide.

Among others that have shown inter-
est in entering the global TV news race
is NHK, Japan’s public network. The
Japanese broadcaster held talks with
Worldwide Television News and ABC
News to try to get the project off the
ground, but sources indicated that ABC
balked at the high price tag. Also throw-
ing off NHK’s plans was the sudden
departure of Chairman Keiji Shima, who
had spearheaded the company’s efforts
in the global TV news arena.

Crane said the BBC envisions its
news service as coexisting with CNN,
with both serving to increase the sale of
satellite dishes worldwide, he said.

“We’re certainly not trying to knock
them out of the water,”” said Crane’
““There’s a place for CNN and there’s a
place for World Service Television. We
think we’re better.”’ -8

MARKLE CASTS VOTE FOR CNN

loss proved to be Cable News Net-

work’s gain last week, when the
John and Mary R. Markle Foundation
announced plans to give the 24-hour
news network $3.5 million that had been
earmarked for public TV's 1992 election
coverage.

The decision to provide CNN with the
multimillion-doliar contribution arrived
three months after the foundation exited
a $5-million election partnership with
the Corporation for Public Broadcasting
and PBS. Executives at the foundation
said they had been frustrated by the slow
decision-making process at public TV,
and decided to return to an earlier strate-
gy to launch its election project with a
commercial broadcast or cable network
(BROADCASTING, July 8).

The Markle contribution will enable
CNN to expand upon its already ambi-
tious plans to cover the 1992 presidential
election. Under the title ‘‘Democracy in
America,"”’ the cable network will use

T he Public Broadcasting Service’s

the additional funding to develop more
issues coverage and try to increase voter
participation through its programing.

CNN’’s plans so far call for a series of
*‘Peoples’ Agenda’ reports allowing
citizens to speak to problems and con-
cerns in their communities. The network
will also use the money to carefully ex-
amine issues not generated by the candi-
dates themselves, and will try to in-
crease citizen involvement in the voting
process through alternative candidate de-
bate formats, 800-number telephone ser-
vices and other efforts. CNN will main-
tain editorial control over all efforts.

Independent of its work with the Mar-
kle Foundation, CNN’s coverage will
include a daily, half-hour show, fnside
Politics *92; gavel-to-gavel coverage of
the party conventions; co-sponsorship of
a New Hampshire presidential primary
debate in February, and a joint effort
with the other networks to produce a
series of 90-minute debates among the
major party nominees next fall.
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FORTHE RECOR

As compiled by BROADCASTING from
October 7 through 11 and based on fil-
ings, authorizations and other FCC ac-
tions.

Abbreviations: AFC—Amenna For Communications;
AlJ—Administrative Law Judge; alt.—alternate; apn.—
announced; ant.—antcnna; aur.—aural, aux.—auxiliary;
ch.—channel; CH—critical hours.: chg.—change: CP—
construction permit; D—day; DA—directiona! antenna;
Doc.—Docket; ERP—effective radiated power; Freq—fre-
quency; HAAT—height above average tefrain; H&V—
horizontal and vertical; khz—kilohertz: kw—kilowatts;
lic.—license: cters; mhz: t2; mi.—miles;
MP—modification pcnmt. mod. —modification; N—anight;
pet. for tecon.—petition for reconsideration; PSA—presun-
rise service authority; pwr.—power; RC—remote control;
S-A—Scientific- Alllnla. SH—speclﬁed hours: SL—sludlo
location; TL—tr trans.

TPO—transmitter power output; U or unl. ——unhmned
hours, vis.—visual: w—watts; *—noncommercial. Six
groups of numbers at end of facilities changes items refer to
map coordinates. One meter equals 3.28 feet.

OWNERSHIP CNANGES

Applications

8 KNCO-AM-FM Grass Vailey, CA (AM:
BTC911003EB; 830 khz; 5 kw-U; FM:
BTCH9ll(103EC 94.3 mhz; 290 w; ant. 980 ft.)—
Seeks transfer of control within licensee Nevada Coun-
ty Broadcasters. Carroll E. Brock will sell five shares
of the licensee's stock to Milton J. Brock Jr. and Veda
J. Brock for $1.00 and other consideration. Principals
have no other broadcast interests. Filed Oct. 3.

8 KALI{AM) San Gabriel, CA (BTC910927EB;
1430 khz; 5 kw-U)—Seeks transfer of control from
David A. McClung, VP, Sovran Bapk-Maryland, as
sole trustee of trust established under will of Richard
Eaton, to NCNB Corp. as result of planned merger that
will form NationsBank. Stations included in transfer
are WKDM(AM) New York: KSOL(FM) San Mateo
(San Francisco), CA; WINX(AM)-WIZE(FM) Rock-
ville (Washington), MD-Washington; WYST-AM-FM
Baltimore and WIMO-AM-FM Cleveland Heights, OH
{see individual stations, below). NCNB is headed by
Hugh Leon McColl Jr. and Bennett A. Brown. William
Rogers Soles, director of NCNB, is chairman of Jeffer-
son Pilot Corp. and subsidiary Jefferson Pilot Commu-
nications Co., licensee of five AM's, five FM's and
two TV's. Filed Sept. 27.

8 KSOL(FM) San Mateo (San Francisco), CA
(BTCH910927E); 107.7 mhz; 8.9 kw; ant. 1,162
ft.}—=Seeks transfer of control from David A,
McClung, VP, Sovran Bank-Maryland, as sole trustee
of trust established under will of Richard Eaton, to
NCNB Corp. as result of planned merger to form
NationsBank (sce KALI[AM] San Gabriel, CA,
above). Filed Scpt. 27.

8 KZFF(FM) South Lake Tahoe, CA
(BALH910925G0; 102.9 mhz; | kw; ant. 2,794 ft.)—
Seeks assignment of license from Emerald Communi-
cations Corp. to Tri-Valley Broadcasting Corp. for
$550,000 (‘‘Changing Hands,” Sept. 23). Seller is
headed by Christian C. Larson, who also owns
KTMS(AM)-KHTY(FM) Santa Barbara. CA. Buyer is
headed by Craig and Mary Swope (each 25%), hus-
band and wife. They jointly hold 69.7% of stock in M
B Broadcasting Corp., licensee of KPTL(AM) Carson
City, NV. Filed Sept. 25.

8 KRKY(AM)-KRKM{(FM) Granby-Kremmling,
CO (AM: BALII1007EA; 930 khz; 4.5 kw-D; FM:

BALH911007EB; 106.3 mhz; 152 w; ant. 1,096 fi.)—
Seeks assignment of license from Grand Lake Broad-
casting Inc. to Grand Broadcasting Corp. for $75,000.
Seller is Robert L. Kearm, and has interests in
WOCIXTV) Amsterdam, NY. Buyer is headed by
David A. Reams (33.3%). Reams’s father, Frazier
Reams Jr., is 100% stockholder of Reams Broadcast-
ing Corp.. licensee of WCWA{AM)-WIQT(FM) Tole-
do, OH, and WZRZ(FM) Hamilton, OH. Filed Oct. 7.

8 WXV(Q(AM) DeLand, FL (BAL9I10930EC; 1490
khz; | kw-U)—Seeks assignment of license from
WXVQ Inc. to Green Broadcast Group Inc. for
$175,000. Seller is headed by Carl M. Adams, and has
interests in licensees of WHAP(AM) Hopewell, VA;
KSVP(AM)-KTZA(FM)  Artesia, NM, and
WZTN(AM) Montgomery, AL. Buyer is hcaded by
Rick D. Green, who has less than 5% interest in
licensee of KEYG-AM-FM Grand Coulee, WA; he is
also management consultant for licensee WXVQ [nc.
Filed Sept. 30.

® WIGC(AM) Jacksonville, FL (BAL911002EA;
1530 khz;. 50 kw-D)}—Seeks assignment of license
from Defuniak C i Inc. to Christian
Voices, Texas Lid. Partnership; purchase agreement to
be submitted as amendment in near future. Seller is
headed by Robert F. Schermann, and has interests in
WIFC(AM)-WNOX(FM) Jefferson City, TN. Buyer is
headed by The Proctor Group Inc. (60%) and Gerald
R. Proctor; partner John R. Powley is licensee of
WIIM-TV [ron Mountain, MI. Filed Oct. 2.

8 WMJK(AM) Kissimmee, FL (BTC910916EJ; 1220
khz; | kw-D)—Seeks transfer of control of Kissimmee
Broadcasting Corp. Inc. for $500,000. Seller is Augus-
tine M. Cawley, and has no other broadcast interests.
Buyers are Richard Namey (50.1%) and Daniel Joseph
Schutz (49.1%), and has no other broadcast interests.
Filed Sept. 16.

s WMMO(FM) Orlando, FL (BALH910927THK;
98.9 mhz; 38 kw; ant. 439 fi.)—Seeks assignment of
license from Radio Orlando to Granum Communica-
tions Inc. for $8.15 million. Seller is headed by James
E. Mantin Jr.. who is also partner in WAYP(FM)
Holmes Beach, FL, and WGCO(FM) Jessup, GA.
Buyer is headed by Herbert W. McCord, and also
owns KCMZ(AM)-KCDU(FM) Dallas. Filed Sept. 27.

8 WPUL(AM) South Daytona, FL (BTC910920EA;
1590 khz; |kw-D)}—Secks transfer of control from PSI
Communications Inc. 1o Omega Diversified Investment
Consortium for no cash consideration; application
serves to disclose ownership of additional sharchold-
ers, percentage of which had not been determined at

8 KMBS(AM) West Monroe, LA (BAL910925EA;
1310 khz; 5 kw-D, 49 w-N)—Seeks assignment of
license from estate of Charles G. (deceased) and Kay
E. Morgan, husband and wife, to Kay E. Morgan for
no cash considerati Kay Morgan cumently holds
license of KBBS{AM) West Monroe, LA, as execulrix
of estate. Filed Sept. 25.

8 WFOV(FM) Pittsfield, ME (BAPH910930HE;
99.5 mhz; 3 kw; ant. 243 ft.)—Seeks assignment of CP
from Tarist Broadcasting Corp. to Action Communica-
tions Partnership for $6.000. Seller is headed by T.
Barton Carter, and has interests in WTBU{FM) Bar
Harbor and WHA A(FM) Madison, both Maine. Buyer
is headed by general partners Beverly E. Dodge (75%)
and Howard L. Soule (25%), and has no other broad-
cast interests. Filed Sept. 30.

8 WYST-AM-FM Baltimore (AM: BTC910927EH;
1010 khz; | kw.D, 26 w-N; FM: BTCH910927EI; 92.3
mhz; 10 kw; ant. 709 ft.)—Seeks transfer of control
from David A. McClung, VP, Sovran Bank-Maryland,
as sole trustee of trust established under will of Richard
Eaton, to NCNB Corp. as result of planned merger that
will form NationsBank (see KALI[AM)] San Gabriel,
CA. above). Filed Sept. 27.

8 WINX(AM)-WJZE(FM) Rockville (Washington),
MD-Washington (AM: BTC910927EC; 1600 khz; |
kw-D, 500 w-N; FM: BTCH910927EK; 100.3 mhz; 40
kw-H, 38 kw-V; ant. 323 ft.)—Secks wansfer of con-
trol from David A. McClung, VP, Sovran Bank-Mary-
land, as sole trustee of trust cstablished under will of
Richard Eaton, to NCNB Corp. as result of planned
merger that will form NationsBank (see KALI[AM]
San Gabriel, CA, above). Filed Sept. 27.

8 *WXSB(FM) Benton Harbor, MI
(BAPH910924GK; 94.9 mhz; 3 kw; ant. 328 ft.)}—
Seeks assignment of CP from Pamela S. Schau to
Westetn Michigan University for $6,950. Seller has no
other broadcast interests. Buyer is headed by Winifred
D. Fraser, and is licensee of noncommercial
WMUK(FM) and WIDR(FM) both Kalamazoo, MI.
Filed Scpt. 24.

= *WNFA(FM) Port Huron, MI (BTCED911007HL;
88.3 mhz; 1.3 kw; amt. 227 fi.)—Seeks transfer of
control within licensee Ross Bible Church. Application
serves 10 reflect board member replacements; no con-
sideration is involved. Licensee is headed by Eugene
Kent. and has no other broadcast interests. Filed Oct.
7.

8 KSCR-AM-FM  Cambridge, MN (AM:
BAL910927ED; 1290 khz; 500 w-D; FM: BAL-
HI10927EE; 93.5 mhz; 3 kw; amt. 200 fi.)—Seeks
of license from Garamella Broadcasting

time of original acquisition. Li is headed by
Charles W. Cherry 1l (19.8%), Glen W. Cherry and
Edward N. Smith, and has no other broadcast i

Co. to Davies Broadcasting Co. for $200,000. Seller is
headed equally by general partners Joseph J. and Todd

Filed Sept. 20.

# WIYZ(AM)-WJIZ(FM) Albany, GA (AM:
BAL9I0920GL; 960 khz; 5 kw-D; FM:
BALH910920GM; 96.3 mhz 100 kw; ant. 469 ft.)—
Seeks assignment of license from Silver Star Commu-
nications-Albany Inc. to Keys Communications Group
Inc. for $2.541 million. Seller is headed by John
Robert E. Lee, and has interest in WTMIAM)-
WFAV(FM) Codele, GA, and WVVQO(AM)-
WDXZ(FM) Charlesten, 5.C. Buyer is headed by Bra.
dy Keys, and has no other broadcast interests. Filed
Sept. 20.

8 WIBM(AM) Jerseyville, IL (BAL910920ED; 1480
khz; 500 w-D, 32 w-N)—Seceks assignment of license
from Don Caveleri, receiver, to Gary Brown and Vir-
ginia Brown for $180,000. Seller has interests in Em-
pirc Broadcasting System, licensee of WCZR(AM)
Charleston and WLZT(FM) Miami, both West Virgin-
ia. Buyers (each 50% general partners) have no other
broadcast interests. Filed Sept. 20.

J. Garamella, father and son, and has intcrests in
KSCR-AM-FM Benson, MN, and KJJG(FM) Spencer,
IA. Buyer is headed by Daniel J. Davies (100%), and
has no other broadcast interests. Filed Sept. 27.

8 WELZ(AM)-WVRINFM) Belzoni, MS (AM:
BAL910926HF; 1460 khz; | kw-U; FM:
BAPH910926HG: 107.]1 mhz; 3 kw; ant. 175 ft.)}—
Seeks assignment of license from Guaranty Bank &
Trust Co. to Humphreys County Broadcasting Co. Inc.
for 145,000. Seller is headed by Huey Townsend, and
has no other broadcast interests. Buyer is headed by
Herb Guthrie (99.95%), and has no other broadcast
interests. Filed Sept. 26.

8 KKUL(AM) Hardin, MT (BAL910924EC; 1230
khz; | kw-U)—Seeks assignment of license from First
Security Bank of Livingston to Stetling Broadcasting
Co. inc. for $21,000. Seller is &lso licensee of KKUL-
FM Hardin, MT. Buyer is headed by Sterling H.
Watan, and has no other broadcast interests. Filed
Sept. 24.
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Announcing ... the Industrys Number One

1992 BROADCASTING &

CABLE MARKET PLACE

( Formerly The Broadcasting Yearbook )

ow the best is even bigger and better!
The Broadcasting Yearbook — with a
history of service to the industry that

goes back almost 60 years — is now
BROADCASTING® & CABLE MARKET PLACE.

The new title reflects the expanded market
data as well as extensive new cable coverage.
There’s a new publisher, too — R.R. Bowker,
one of the country’s leading reference book
publishers for almost 125 years. The 1992
BROADCASTING & CABLE MARKET PLACE
combines the industry know-how of
Broadcasting magazine’s editorial staff with
Bowker’s database and reference book
publishing expertise.

The result is a complete, current, vital
source book of almost 2,000 pages! Giving you
information about everything — and everyone
—in the world of radio, TV and cable. All
completely reorganized — with new tabs and
improved indexes to provide quicker, easier
answers to your questions ... solutions to your
problems ... resources for your needs!

Just look at the valuable information you’ll
have at your fingertips:

B Complete listings of all the 14,000 AM, FM and TV
stations in U.S. and Canada, with details about
equipment, programs, personnel, more.

B information about station ownership ... prices
paid for stations ... networks and network personnel.

B Expanded cable coverage — the top MSO’s and
their cable systems with 20,000 or more subscribers.
Plus cable market penetration figures.

B New market data — with figures, rankings, charts
and maps based on Arbitron, Nielsen and other
authoritative research.

B A special 60th Anniversary feature —
a chronological history of major events in radio, TV

and cable over the past 60 years. Not available
anywhere else.

B Complete sections with names, addresses, phone
numbers and descriptions of services and suppliers
available to the industry — producers ... distributors
... production superuvisors ... news services ... law
firms ... PR agencies ... talent sources ... technical
advisers ... media brokers ... and more.

B FCC and other industry rules and regulations.

B /nformation about trade associations ... industry
events ... education ... awards ... publications and
videocassettes.

B A glossary of industry terms and acronyms.

B Programming and Equipment Manufacturer
Indexes - which provide quick access to sources by
specific category of service.

Save time — order by phone. Call toll free
1-800-521-8110 &

T UIFDATE FRONYE TTLE 1991 EITION

Bl =TS S S ——
4 CABLE

‘| Listings of all systems in U.S. and
Canada — mwltiple system operators —

with more than 20.000 subscribers. =l L
- . ! e’ (T
Includes information about local cable it} __._\‘; : fJ'\
systems and parent company. T i -j- ;
I‘\.'.I.l- = II

MARKETPLACE
Arbitron Metro Service
Area Rankings ... plus
population rankings of
U.S. markets.

ADVERTISING

Listings of agencies ... media
buying services ... station
reps ... Plus statistical charts
covering radio, TV and cable
markets.

JpERE L% T i | 1 FN—
INDUSTRY YELLOW PAGES
Listings of radio, TV, cable MSO"s and

| *| cable systems. Including radic and TV
L--i station call letters and more.




Information Source Book!

Expanded coverage. .. Enhanced sections...
Reorganized and easier to use!

More pages—nearly twice as many

as last vear!

W /ndustry Yellow Pages — a time-saving directory
of radio and TV stations, their call letters and more
... plus top cable MSO'’s and their systems.

Special Pre-Publication Savings —
only Through November 29!

Enter a Standing Order for BROADCASTING &
CABLE MARKET PLACE and get the 1992 edition at
a 20% discount ... plus automatic delivery of
each annual edition at a 5% discount. You may
cancel at any time. Or order the 1992 edition only and
save 10%. Act now — pre-publication savings are
good only through November 29!

Guarantee

You must be 100% satisfied when your 1992
BROADCASTING & CABLE MARKET PLACE arrives. If
not, return your order within 30 days for a full refund.

RADIO STATIONS

Ail AN & FM swarions in U.S. and
Canada. Listings include addresses and
phone numbers ... date station tirst

PROGRAMMING
Producers. distributors.
production supervisors .
networks ... Public
Broadcasling ... news services
... more.

went on the air ... frequency and power
... ownership and affiliation ...
programming ... personnel.

TV STATIONS
Access to U.S., Canadian und Low Power TV
stations, Listings include addresses and phone
numbers ... channel number ... power and antenna
information ... date station first went on air ...
ownership and affiliation ... programming ...
personnel ... ad rates ... inore.

RULES, REGULATIONS,
GOVERNMENT AGENCIES
FCC rules ... FCC executives and

staff ... Government agencies
Cable rcgulations ... more.

The indystry
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-
9@5. please reserve _____ copy(ies) of the all-new
1992 BROADCASTING & CABLE MARKET PLACE.

Enter my Standing Order and deduct $32.00 (20%) from the
publication price of $159.95. Bill me for only $127.95 per book
when you send my order—plus 5% shipping and handling.
Continue sending new editions each year at a 5% discount. ] may
cancel this Standing Order at any time. of course, on 30 days’
wrillen notice.

FZZ1

Send only the 1992 edition and bill me at only $143.95 per
book—a 10% discount—plus 5% shipping and handling.

Charge my credit curd

Visa MasterCard American Express
Card #_ o o Exp. date
Signature n F AP e = -
Send 1o " £ A
Company —— _ o SR
Address__ _— Ly B —
ciy __State. Y, S ———

Prices applicable in the U.S., its territories and Canada. All invoices payable in U.S. doliars,
Prices subject to change without notice. Applicable sales tax must be included. Canadian
customers please include 7% for Goods and Services Tax. Unless otherwise indicated, all
orders are shipped Library Rate or Speciai Fourth Class Book Rate. as appropriate. Shipping
and handling wilt be added 1o each order at 5% net amount, excluding lax.

Fax: {908) 665-6688. Telex: 13-8755.

Mail this Reservation Cerrificate today 1o:
R.R. Bowker. Order Dept,, PO. Box 31. New Providence.
NI 07974-9903
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8 WCZX(FM) Hyde Park, NY (BALH911004HM;
97.7 mhz; 300 w; ant. 1,030 ft.}—Seeks assignment of
license from Hudson Valley Wireless Communications
Corp. to Valley Communications Inc. for assumption
of debt. Seller is headed by Harry Gregor Jr., and has
no other broadcast interests. Buyer is headed by Bruce
Morrow (12%), Robert F.X. Sillerman (56%), Howard
J. Tytel (16%) and Gerald Wende] (16%). Sillerman
and Tytel have interests in licensees of WMII(FM)
Cleveland; WYHY(FM) Lebanon, TN; WNEW(AM)
New York; WIX-AM-FM Nashville and WHMP-AM-
FM Northampton, MA. They also have intercsts in
Sillerman Representative Ltd., which holds 5.3% of
class B non-voting stock of Group W Radio Acquisi-
tion Corp., licensee of 10 AM’s and seven FM's in
major U.S. markets. Filed Oct. 4.

8 WKDM(AM) New York (BTC910927EA; 1380
khz; 5 kw-D)—Seeks transfer of control from David A.
McClung, VP, Sovran Bank-Maryland, as sole trustee
of trust established under will of Richard Eaton, to
NCNB Corp. as result of planned merger that will form
NationsBank (see KALi[AM] San Gabricl, CA,
above). Filed Sept. 27.

8 WRMY(TV) Rocky Mount (Raleigh-Durham),
NC (BTCCT910930KK; ch. 47; 2,500 kw-V; 250 kw-
A; ant. 750 fi.}—Seeks transfer of control of Family
Broadcasting Enterprises for $100,000. Seller is Victor
Bruce Whitchead, who also has interests in LPTV
W47AG Rocky Mount, NC. Buyers, general parne
Robert J. Pelletier and Robert M. Chandler Jr., will
euch have 50% interest in licensee; they have no other
broadcast interests. Filed Sept. 30.

8 WZFX(FM) Whiteville, NC (BTCH910926GW;
99.1 mhz; 100 kw; ant. 1,000 fi.}—Secks transfer of
control of licensee Joyner Communications Inc. Trans-
fer is stock swap; no valuation of stock is disclosed.
Transfer includes WROV-AM-FM Roanoke-Martins-
ville, VA (see below), and WIIO(FM) Watertown,
WI. Filed Sept. 26.

8 KVLR(FM) Langdon, ND (BALH911007HI; 95.7
mhz; 3 kw; ant. 100 fi.}—Seeks assignment of license
from Continental Broadcasting Inc. to KNDK inc. for
$90,000. Seller is headed by Scott Bornholdt, and has
no other broadcast interests. Buyer is headed by Bent
.and Lyle Johnson (each 45%), brothers, who have
interests in KNDK(AM) Langdon, ND. Filed Oct. 7.

8 WIMO-AM-FM Cleveland Heights, OH (AM:
BTCO10927EF; 1490 khz; 1 kw-U: FM:
BTCH910927EG; 92.3 mhz; 40 kw; ant. 548 f1.)—
Secks transfer of control from David A. McClung, VP,
Sovran Bank-Maryland, as sole trustee of trust estab-
lished under will of Richard Eaton, to NCNB Corp. as
result of planned merger that will form NationsBank
(sec KALI[AM]) San Gabricl, CA, above). Filed Sept.
27.

8 KVNR(FM) Alva, OK (BAPH910925GP; 104.7
mhz; ant. 299 fi.)}—Secks assignment of CP from
Lucille Ann Lacy to Quantum Broadcasting Co. for
$15,000. Seller has no other broadcast interests. Buy-
er is headed equally by general partners Douglas P.
Herman and Jack S. McCoy, and has no other broad-
casl interests. Filed Sept. 25.

8 WPTJ(TV) Johnstown, PA (BAPCT9L0904KF;
ch. 19; 1,660 kw-V; 166 kw-A; ant. 1,190 fi.)—Seeks
assignment of CP from WFAT Inc. to Penn Highlands
Communications Corp. for $100,000. Seller is headed
by Richard J. Bedford, trustee, and has no other broad-
“cast interests. Buyer is headed by Harry J. Hain (40%);
he also has interests in Nittany Media, Inc., which
owns cable systems in Pennsylvania. Shareholder J.
Thomas Conners (10%) is sole shareholder of JOTO-
COM Comm. Inc., licensee of WBEM(AM) Windber,
PA. Filed Sept. 4.

8 WMGL(FM) Ravenel, SC (BAPLHY911007HJ;
101.7 mhz; 1.32 kw; ant. 482 fi.)}—Seeks assignment
of CP from MillCom Inc. to Ravenel Broadcasting Inc.
for $600,000. Seller is headed by Don A. Monteith,
and has no other broadcast interests. Buyer is headed
by B. H. Bridges Jr. and Jimmy L. Gibbs (100%), and
has no other broadcast interests. Filed Oct. 7.

8 WAJN(AM) Ashland City, TN (BAL911002EB;
790 khz; 500 w-D)}—Seeks assignment of license from
Media Resource Group Inc. to Sycamore Valley
Broadcasting [nc. for $55,000. Seller is headed by A.
J. Upadhyaya, and has interests in WYOR(AM) Brent-
wood, TN. Buyer is headed by Betty M. Albright. Her

husband Richard Albright has 25% interest in licensee
of station WJZM(AM) Clarksville, TN, an¢ WKDZ-
AM-FM Cadiz, KY. Stock ownership of WIZM is
subject of lawsuit presently pending. Filed Oct. 2.

8 WKGN(AM) Knoxville, TN (BAL910924EA 1340
khz; | kw-U)—Seeks assignment of license from WBC
of Tennessee Inc. 10 former owner Volunteer Broad-
casting Co. for cancellation of debt; station will then be
transferred to Triple S Enterprises (see below). SeMer
is headed by Terrel Williams, and has no other broad-
cast interests. Buyer is headed by Alvin R. Umans
(22%); Umans and shareholders Robert L. Haag
(22%), Howard N. Gilbert (22%) and Avis Cohn Pri-
mack (17%}) are also stockholders of Sharon Broadcast-
ing Co., licensee of WNLF(AM) Charlotte, MI. Filed
Sept. 24,

8 WKGN(AM) Knoxville, TN (BAL910924EB; 1340
khz; | kw-U)—Seeks assignment of license from Vol-
unteer Broadcasting Co. 1o Triple S Enterprises Inc. for
$50,000. Seller is headed by Alvin R. Umans (22%);
Umans and shareholders Robert L. Haag (22%), How-
ard N. Gilbernt (22%) and Avis Cohn Primack (17%)
are also stockholders of Sharon Broadeasting Co., li-
censec of WNLF(AM) Charlotte, M1. Buyer is headed
by Robert L. Stewart (70%), and has no other broad-
cast imerests. Filed Sept. 24.

8 KXYL-AM-FM Brownwood, TX (AM: BA-
LII0930EA; 1240 khz; 1 kw-U; FM: BAL-
H910930EB; 104.1 mhz; 78 kw; ant. 62 ft.)—Secks
assignment of license from Central Texas Communica-
tions Inc. to SEC-CESS Media Inc. for $275,000
(**Changing Hands,” Oct. 14). Seller is headed by
Lynn Nabers, and has no other broadcast intcrests.
Buyer is headed by Steve Everctt (100%), and has
interests in KNEL(AM)-KIXV(FM) Brady, TX. Filed
Sept. 30.

8 KUIKAM} Dallas (BAL910913EA; 1190 khz, 50
kw-D)—Seeks assignment of license from Greystone
Broadcasting Inc. to Greystone D/M Lid. Parnership
for $71,500. Seller is headed by William R. Johnson,
and Carol (50%) and Michael Russell, husband and
wife. Buyer is headed by gencral partner Carol Broad-
casting Inc. (50%). Transfer is part of stock sale in-
volving KNHN(AM) Kansas City, KS (see “'For the
Record,”” Sept. 2). Greystone Broadcasting is 50%
general partner of licensee of KNHN. Filed Sept. 13.

8 KERB-AM-FM Kermit, TX (AM: BAL910920EB;
600 khz; 1 kw-D; FM: BALH910920EC; 106.3 mhz; 3
kw; ant. 276 ft.)—Seeks assignment of license from
Ron White, receiver, to Mesa Entertainment for
$80.000. Selfer has no other broadcast interests. Buy-
er is headed by Augustin F. Mesa Jr.; as wustee for
Valasques Children Trust of Odcssa TX, owns
KOZA(AM) Odessa, TX. Filed Sept. 20,

8 KGDI{AM)-KBUS(FM) Paris, TX (AM: BA-
L9I0909EC; 1250 khz; 500 w-D, 95 w-N; FM:
BALH910909HC; 101.9 mhz;, 50 kw; ant. 500 ft.)}—
Secks assignment of license from Lamar County
Broadcasters Inc. to Webster Broadcasting Corp. for
$561,893. Seller is headed by Ray Eller, and has no
other broadcast interests. Buyer is headed by Charles
L. Webster (100%), and has no other broadcast inter-
ests. Filed Sept. 9.

8 KZEY(AM)-KROZ(FM) Tyler, TX (AM: BA-
L910926EC; 690 khz; 1 kw-D; 92 w-N; FM:
BALH910926ED 92.1 mhz; 3 kw; ant. 280 ft.)—Seeks
assignment of license from Hawthome Broadcasting
Corp. to Rose Communications lnc. for $225,000
(**Changing Hands,” Oct. 7). Seller is hcaded by
Anita Wager and David J. Gallitano, and is 100%
owned by PaincWebber Capital Inc., licensee of
KIKM-FM Sherman, TX. Buyer is headed by Roger
Whitehurst, and has no other broadcast interests. Filed
Sept. 26.

8 WROV-AM-FM Roanoke-Martinsville, VA (AM:
BTC910926GX; 1240 khz; 1 kw-U; FM:
BTCH910926GY; 96.3 mhz; 13.8 kw; ant. 2,076
ft.}—Seeks transfer of control within Lisa Broadcast-
ing Inc. Transfer is stock swap, no valuation of stock is
disclosed. Transfer includes licensees of WZFX(FM)
Whiteville, NC (see above) and WJJO(FM) Water-
town, WI. Transferor is A. Thomas Joyner, who is
transferring 60% of interest in Jicensees. He also has
interests in WTRG(FM) Rocky Mount, NC, Transfer-
ee is David Weil; he has no other broadcast interests.
Filed Sept. 26.

8 KENU(AM) Enumclaw, WA (BAL9i0924ED;
1330 khz; 500 w-D, 26 w-N)—Seeks assignment of
license from Robert Reverman Broadcasting-KENU
Inc. to Country Goid Network, Inc. for $135,000.
Seller is headed by Robert Reverman, and has no other
broadcast interests. Buyer is headed by Barbara J.
Geesman, who is also 100% voting stockholder of Joy
Broadcasting Inc., licensee of KIUN(AM) Puyallup,
WA. She is also president and 100% voting stockhold-
er of Bar-B Broadcasting, inc., proposed assignee of
KTOL(AM) Lacey, WA. Filed Sept. 24.

8 WTUS(FM) Mannington, WV (BAPH910920HO;
102.7 mhz; 3 kw; ant. 328 fi.)—Secks assignment of
CP from Sandy S. Garlitz to Joseph D. Powers for
$23,000. Seller also owns WKMM(FM) Kingwood,
WV. Buyer also owns WSKR(FM) Petersburg, NJ,
and recently sold WIBG(AM) Ocean City and
WREY(AM) Miliville, both New Jersey (**Changing
Hands,'* Sept. 16). Filed Sept. 20.

8 WXMD(FM) White Sulphur Springs, WV
(BAPH910918GN; 93.3 mhz; 283 w; ant. 1,072 ft.)}—
Secks assignment of CP from World Media Inc. to
Covenant Communications Inc. for $19,800. Seller is
headed by Victor Bosiger, and has no other broadcast
intcrests. Buyer is headed by Freddie T, Steel (100%),
and has no other broadcast interests. Filed Sept. 18,

 WMYM(AM)-WWMH(FM) Minocqua, WI (AM:
BAL910920HM 1570 khz; 5 kw-D: FM:
BAPLH910920HN; 95.9 mhz; 3 kw; ant. 178 ft.)—
Secks assignment of license from Laketand Broadcast-
ing Inc. to Raven Broadcasting Corp. for $400,000.
Seller is headed by C. James Lange, and has no other
broadcast interests. Buyer is headed by David
Ewaskowitz (37.1%), and has no other broadcast inter-
ests. Filed Sept. 20.

8 KASL(AM) Newcastle, WY (BAL910926EB; 1240
khz; 1 kw-U)—Seeks assignment of license from Ra-
dio Broadcasters Inc. to Castle Radio for $50,000.
Seller is headed by Delores Kath and Donald S. Jones;
they have interests in KVSH(AM) Valentine, NE, and
KWIV(AM) Douglas, WY. Kath also has interests in
KATH-FM Douglas and KGOS(AM)-KERM(FM)
Torrington, both Wyoming. Jones also has interests in
KCSR(AM)-KQSK(FM) Chadron, NE. Buyer is head-
ed by group partners Stephen E. Holloway (30%), Ann
A. Fossoy Holloway (30%) and Timothy P. Tessman
(40%), and has 1o other broadcast interests. Filed Sept.
26.

NEW STATIONS

Applications

8 *Chico, CA (BPED9]0923IMF)—Western Inspira-
tional Broadcasters, Inc. seeks 92.7 mhz: 4 kw; ant.
1H9m. Address 6363 Hwy. 50 East, Carson City, NV
89701. Ap is headed by Stephen A. Backe, and
is licensee of KCSP(FM) Casper, WY, and is permittee
of noncommercial educational KN]S(FM) Carson City
NV, and is permittee or licensee of 15 translator sta-
tions in California or Nevada. Filed Sept. 23.

® Chico, CA (BPH910925ME)}—Broad Spectrum
Communications Inc. seeks 92.7 mhz; 3.6 kw; ant. 126
m. Address: 5904 Bay Point Dr., Lake Oswego, OR
97035. Applicant is headed by Paul Eric Dausman
(50%), and has no other broadcast interests. Filed Sept.
25.

® Chico, CA (BPH910925MC)—The 'Park Lane
Group Inc. seeks 92.7; 6 kw; ant. -23 m. Address: 750
Menlo Ave. Suite 340, Menlo Park, CA 94025, Appli-
cant is headed by James H. Levy (35.05%), and is
general partner of Park Lane Colusa Partners Lid.,
licensee of KPPL(AM) Colusa, CA. Filed Sept. 25.

8 *Pennsuco, FL (BPED910912MG)—Hispanic Edu-
cational System Inc. secks 88.3 mhz; 3 kw-V; ant. 51
m. Address: P.Q. Box 660506, Miami Springs, FL
33266. Applicant is headed by Julio 1zquierdo (50%),
and has no other broadcast interests. Filed Sept. 12,

® *Hays, KS (BPED910923MC)—Kansas Nebraska
Christian Bcg. Inc. seeks 91.3 mhz; 50 kw; ant. 150
m. Address: 1018 N. Jackson Unit 3, Hutchi KS
67501. Applicant is headed by Thomas J. Russell
(230%). and has no other broadcast interests. Filed Sept.
23.
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8 St. Marys, KS (BPH310912MI)—James D. Keck
secks 102.9 mhz: 150 kw: ant. 150 m. Address: 2301
Sumner St.. Lincoln. NE 68502. Applicant has no
other broadcast interests. Filed Sept. 12.

8 *St, Marys, KS (BPED910912MF)—Kansas Nc-
braska Christian Beg. Inc. seeks 102.9 mhz: 35.5 kw:
ant. |8 ft. Address: 1018 N. Jackson Unit 3. Hutchin-
son. KS 67501. Applicant is headed by Thomas J.
Russell (20%). and has no other broadcast interests.
Filed Sept. 12.

8 *St, Marys, KS (BPHO (BPH910912MC)—Sunrise
Broadcasting Corp. seeks 102.7 mhz: 50 kw: ant. 150
m. Address: P.O. Box 2307, Newburgh, NY 12550.
Applicant is headed by Joerg G. Klebe. and is licensee
of KNCY-AM-FM Nebraska City and KBWH(FM)
Blair, both Nebraska, and is parent of licensee of
WFSF(AM)-WQLS(FM) Ozark. AL. Filed Sept. 12.

® *Bronson., MI (BPED910916MA)—Michiana
Christian Broadcasters Inc. seeks 94.7 mhz: 6 kw: ant.
390 m. Address: 1573 West Chicage Rd.. Coldwater.
MI 49036. Applicant is headed by Wayne S. Reese
(14.3%). and has no other broadcast interests. Filed
Sept. 16.

8 *Great Falls, MT (BPED910919ME)—Lou Smith
Ministries Inc. seeks 91.9 mhz: 6 kw; ant. 100 m.
Address: 2711 Hwy. 62. Jeffersonville. IN 47130.
Applicant is headed equally by Mary L. Smith. John
W. Smith and David B. Smith. Mary Smith and John
Smith have 25% interest in licensee for LPTV WOSBE
at Jeffersonville. IN. and hold CP's W26AS Clarks-
ville and WOSCT New Albany. both Indiana. and
W20AX Glasgow. KY. Mary Smith also owns 100%
permittee of WLVZ(AM) Athens. OH: WRRD({AM)
Blennerhassen. WV, and WMSP(AM) Elk Hills, Wl.
Filed Sept. 19.

8 Kalispell, MT (BPH910926MB}—Tom Scabase
seeks 106.3 mhz: 1.9 kw: ant. 126 m. Address: P.O.
Box 1407. Polson. MT 59860. Applicant has no other
broadcast intcrests. Filed Sept. 26.

® Kalispell, MT (BPH910925MD)}—Skytine Broad-
casters Inc. seeks 106.3 mhz: 1.94 kw: ant. 174 m.
Address: P.O. Box 169, Kalispell. MT 59903. Appli-
cant is headed by M.A. Himsl (33.33%). and is licens-
ce of KGEZ(AM) Kalispell. MT. Filed Sept. 25.

8 *Chester, NE (BPED910923MB}—Kansas Nebras-
ka Christian Beg. Inc. secks 89.9 mhz: 50 kw: ant. 150
m. Address: 1018 N. Jackson Unit 3. Hutchinson. KS
67501. Applicant is headed by Thomas J. Russell
(20%). and has no other broadcast interests. Filed Sept.
23.

® Hague, NY (BPHY10924MB)—Family Broadcast-
ing Inc. se¢ks 93.7 mhz: 4.8 kw; ant. 112 m. Address:
P.O. Box 150, Waterbury. VT 05676. Applicant is
headed by Alexander D. Ewing (51%). and is licensee
of WGLY-FM Waterbury. VT. It is also permittce of
CP for WGLV-FM Hartford. VT. and LPTV CP for
W39AS at Burlington. VT, Filed Sept. 24,

8 *Del City, OK (BPED910920MC}—Everlasting
Gospel Lighthouse Inc. seeks 91.7 mhz: .15 kw: ant.
44 m. Address: SB00 South Sunnylanc. Oklahoma
City. OK 73115. Applicant is headed by John L.
Harrell. and has no other broadcast intcrests. Filed
Sept. 20.

® Cottage Grove, OR (BPH910923ME)—Signal
Communications Inc. seeks 105.5 mhz: 1.86 kw: ant.
177.1 m. Address: 6525 N. Borthwick St.. Ponland.
OR 97217. Applicant is headed by Jerry Lewis Foster
(100%). and has no other broadcast interests. Filed
Sept. 23.

8 Chesterfield, SC (BPH910923IMD)—D.D.&D
Broadcasters of Chesterficld seeks 107.3 mhz: 3 kw:
ant. 100 m. Address: P.Q. Box 125, Chesterfield, SC
29709. Applicant is headed by Albert W. De Hope 11
(50%). he holds 100% ownership of WCRE(AM)
Cheraw, SC. Filed Sept. 23,

ACTIONS

8 Authorized Hughes Communications Galaxy Inc. to
modify Westar IV, Westar V and Galaxy VI domestic
authorizations to permit use of satellites for program
distribution  between  Caribbean  locations.  (By
MO.O&A [DA 91-1112] adopted August 26 by Com-
mon Carrier Bureau.)

8 Authorized Eastern Microwave Inc. to provide TV
service between U.S. and Canada. (By O.A&C [DA
91-1170] adopted September 16 by Chief. International
Facilities Division. Common Carrier Burcau.)

8 Codified rules it has been applying on case-by-case
basis to eliminate electromagnetic interfercnce among
full-service TV's operating on channels 14 and 69 and
stations in land mobile radio service operating on adja-
cent frequencies. (MM docket 87-465 by R&O [FCC
91-241) adopted July 30 by Commission.)

8 Conditionally granted application of Alpha Lyra-
com. d/b/a Pan American Satellite. to construct. [aunch
and operate hybrid intemationaf communications satel-
lite (PAS-4) 10 expand its intemational service to Pacif-
ic Ocean Region. (By MOO&A [FCC 91-2651] adopt-
ed August 15 by Commiission.)

® Declined to adopt proposal by Society of Broadcast
Engineers to.require broadcast auxiliary and cable relay
microwave stations located within Metropolitan Statis-
tical Areas. to employ high-performance Category an-
tenna systems that are more effective at reducing inter-
ference. (MM docket 90-500. Report DC-1950.
September 23 by R&O [FCC 91-293].)

& Denied petition for special relief filed by Major
League Baseball requesting clarification or, alterna-
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tively. waiver of Commission’s network program non-
duplication rules. Specificully. Baseball sought deter-
mination that term “'nctwork program’ included all
live broudcasts of same sports events. (Report MM-
574, Mass Media Action. September 16 by MO&O
|FCC 91-287].)

® Further amended its rules to fucilitate development
of wircless cable service by conforming rules applica-
blc 1o three miccowave radio services used in provision
of wireless cable. (Gen. docket 90-54. Report DC-
1056. 2Scpicmbcr 26 by Second Report and Order [FCC
91-302].)

8 Granted request of National Broadeasting Co. for
declaratory ruling that “*Later with Bob Costas™ is
bona fide news interview program excmpt from equal
opportunitics provision of Section 315(a) of Communi-
cations Act. (By Siaff Ruling [DA 91-1094) adopted
August 27 by Chief., Faimess Political Programming
Branch. Mass Media Bureau.)

8 Notified TC1 Cablevision of Maryland Inc. chat it
has incurred an apparent liability for forfeiture of
$36.250 for excessive cable signal Icakage at its system
serving Elkton. North East and Charlestown. MD.
{Report MM-573. September 17 by Letter [FCC Y1-
2910

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
SERVICE om Alk st THErAl ”
Commercial AM 4.984 2358 5.223
Commercial FM 4,317 1.019 5.536
Educational FM 1484 3 1.795
Talul Radin Ik DRY 1,565 12554
Commercial VHF TV 556 15 571
Commercial UHF TV 372 167 739
Fducational VHF TV 125 4 129
Fducational UHF TV 233 12 245
m Todul TV 1,4Hn 144 1.aid
VHF LPTV 219 147 366
UHF LPTV 719 789 1.508
& Tedul LFTY 025 UaH 1871
FM translators 1.875 374 2,239
VHF translators 2.698 L 2.776
UHF translators 2,334 292 2.626

(ABLE
Total suhscribers 53.900.000
Homes passed 71.300.000
Total systems 10.823
Household penetrationt 58.6%
Pay cable penetration 29.2%

* Includes off-air licanses. 1 Penetration percentages are of TV household universe of
92.1 million. * Construction permit. 2 Instructional TV fixed service. * Studio-transmit-
ter link. Source: Nietsen and Broadcasting's own research
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8 Reaffirmed rules 1o permit short-spaced FM station
assignments by using directional antennas. (MM dock-
et 87-121. Repont DC-1940. by Commission August
28 by MO&O [FCC 91-2731)

® Homewood, AL Denied Heidi Damsky extraondi-
nary relief and dismissed her motions for stay in pro-
ceeding involving seven competing applications. in-
cluding Damsky’s. for new FM on channel 247A.
{MM docket 90-683, Report DC-1945. September 16
by MO&O [FCC 91-288].)

® Hampton, AR Ordered Southern Arkansas Radio
Company. licensee of KKOL(FM). to forfeit $4.000
for repeated violations of Commission’s rules regard-
ing political programing. (By MO&O [DA 91-1060|
adopted August 21 by Chief. Mass Media Bureau.)

® Little Rock, AR Conditionally renewed license of
KBIS(AH)KHLT-FM: notified licensee of apparent li-
ability of forfeiture for $8.000 for violation of EEQ
rule. (By MO&O and NAL {FCC 91-282| adopted
September 10 by C ission.)

® Clovis and Madera, both Californja Granted re-
quest for supplemental information in proceeding for
reallotment of channel 22tBI from Madera to Clovis.
Comments due October 18, (MM docket 90-45 by
Request for Supplemental Information |[DA 91-1030]
adopted August 13 by Assistant Chief. Allocations
Branch.)

® Oroville, CA Denied joint request by Golden Eagle
Communications Inc. and Golden Feather Broadcast-
ing Corp. for review of decision by Mass Media Bu-
reau. which denied Golden Eagle's request for and
extension of time to construct station KCEO-TV chan-
ncl 28. cancelled its construction permit and deleted
call sign. (By MO&O |FCC 91-264] adopted August
12 by Commission.)

® Tucson, AZ Affirmed dismissal of Quinto Broad-
casting Corp.’s application for new FM on channel
281A in Tucson. (Report MM-576. Mass Media Ac-
tion. September 20 by MO&O |FCC 91-294).)

8 Rancho Mirage, CA Affirmed dismissal of applica-
tions of Pike Family Broadcasting Inc. and G. Dale
Cowle for new FM on channel 258A. (Report MM-
575. Mass Media Action. Septcmber 20 by MO&O
|FCC 91.295].)

® Sacramento, CA Granied Kelly Broadcasting Co..
licensee of station KCRA-TV temporary authority to
use 6:00-10:00 p.m. as its prime time hours for pur-
poses of network tclevision prime lime access rule.
(chpon MM-571, August 29 by MO&OQ |FCC 91-
74].)

8 San Clemente, CA Disqualified all three applicants
for new FM on 285A at San Clemente: ordered that.
should disqualifications get overturncd on appeal, On
the Beach Broadcasting would be clear winner under
comparalive criteria. (MM docket 89-503 by 1D |[FCC
91D-45] issued August 28 by ALJ Joseph P. Gonza-
lez.)

® Evergreen, CO Approved sctilement agreements
and granted application of Evergreen Communications
Company for new FM (MM dockets 84-397-412 by
MO&QO |FCC 91-267) adopted August 23 by Commis-
sion.)

® Alachua, FL Granted application of Eve Ackerman
for new FM on channel 223A in Alachua: denied
competing applications of L.L. Broadcasting and Har-
mon Broadcast Partners. (MM docket 90-8 by Initial
Decision {FCC 91D-49| issucd August 30 by ALJ
Joseph P. Gonzalez.)

® Ponte Vedra Beach. FL. Granted application of First
Coast Radio Inc.. for new FM on channel 293A: de-
nied competing applications. (MM docket 89-350 by
ID [FCC 91D-47] issued August 28 by ALJ John M.
Frysiak.)

® White City, FL. Granted appeal by Crystal Commu-
nications Inc. and Lowery Broadcasting Lid.. compet-
ing applicants for new FM on channel 284A of ALJ's
MO&O requiring production of certain documents over
companys’ claim of attorncy client privilege and work-
product doctrine protection (MM docket 91-86 by
MO&OQ (FCC 91R-82] adopted September 11 by Re-
view Board.)

® Trion, GA Affirmed grant of application of Tri-State

Broadcasting Co. for new FM on channel 239A at
Trion. (MM docket 88-580 by Supplemental 1D |FCC

91D-46] issued August 27 by ALJ Joseph Chachkin.)

® Turners Falls, HI Granted application of Cardwell
Broadcasting for new FM on channel 230A and denied
competing application of Happy Valley Broadcasting
Inc. (MM docket 90-135 by Initial Decision |FCC
91D-44] issued August 20 by ALJ John H. Frysiak.)

® Wallace, ID Granted appeal by Sam Widge Adver-
fising Limited Partnership in proceeding for new FM
on channel 264C at Wallace. and referred to Commis-
sions Managing Director for appropriate action. (MM
docket 91-20 by MO&OQ [FCC YIR-76| adopted Au-
gust 21 by Review Board.)

® Evansville, IN Denied application of Evansville
Skywave Ing.. for new FM on channct 298A. (MM
docket 88-403 by Decision |[FCC 9IR-81| adopted
September 6 by Review Board.)

® Muscatine. 1A Denied Michael D, Richardson re-
view of staff dismissal of his complaint against station
KFMH(FM). (By Order |FCC 91-290| adopted Sep-
tember 17 by Commission. )

® New Sharon and Albia, both lowa, and Memphis,
MO Ordered KMEM(FM) Memphis. MO. to show
cause why its license should be miodified 10 specify
operation on channel 263A instead of channel 244A;
response due by October 28. (MM docket 90-284 by
OSC |DA 91-1074] adopted August 19 by Assistant
Chief. Allocations Branch.)

® Topeka, KS Dismissed petition by Spacecom Inc.
for leave to file request for reconsideration and request
for reconsideration in proceeding involving competing
applications of Spacecom and Margaret Escriva for
new FM on channel 223A at Topeka. (MM docker 89-
293 by MO&O [FCC 91R-83| adopted September ||
by Review Board.)

8 Caribou, ME Notified CanXus Broadcasting Corp..
permittec of WCXU-FM Caribou that it is apparently
liable for forfeiture of $10.000 for engaging in unau-
thorized assignmem of license of WKZX(AM) Presque
Isle. ME, to CanXus from Colonial Broadcasting Co.
and for presenting incorrect contract of sale with trans-
fer application. (By Letter [DA 91-1160) adopted Sep-
tember 9 by Chief, Mass Media Bureau.)

® Warren, ME Granted application of Warren Tele-
phone Company to construct and operate cable televi-
sion facilities. (By MO&O [DA 91-1116] adopted Au-
gust 29 by Chief. Common Carrier Bureau.)

® Sallsbury, MD Granted request for declaratory rul-
ing. permitting HVS Partners. licensee of an AM. 1o
enter into time brokerage agreement whereby it would
become broker for Gary Bums. licensce of WDVH-
FM. Salisbury. Same parties also propose to enter into

m

(MM docket Y0-354 by ID [FCC 91D-50] issued Au-
gust 30 by ALJ Richard L. Sippel.)

® Santa Fe, NM Resolved financial issues and granted
currem application of John Swrelitz for ncw FM on
channel 234C. (MM docket 90-621 by Summary Deci-
sion |FCC 91D-43] issued August 21 by ALJ Richard
L. Sippel.)

® Rio Grande, PR Reinstated application of lrene
Rodriguez Diaz de McComas in proceeding involving
four competing applications for new FM on channel
247A at Rio Grande. (MM docket 90-380 by MO&O
[FCC 91R-85| adopted September |6 by Review
Board.)

® Burtlett, TN Remanded to ALJ proceeding concem-
ing three mutually exclusive applications for new FM
on channel 225A to determine whether one of appli-
cants was lacking in candor with Commission. (MM
docket 89-606 by MO&O |FCC 91R-801| adopted
September 4 by Review Board.)

® Beaumont, TX Affirmed Review Board decision
granting application of Beaumont Skywave Inc., for
new FM on channel 273C2 and denying competing
applications. (MM docker 88-358 by MO&O |FCC 91-
270] adopted August 26 by Commission.)

® Gainesville, TX Granted application of Kevin Poter
for new FM on channel 300C2: denied competing
application of Mark Rodriguez Jr. (MM docket 90-290
by ID [FCC 91D-48] issued August 29 by ALJ Joseph
Stirmer.)

® Longview. TX Dismissed motion for extraordinary
relief by Matthew Williams conceming new FM on
channel 247C2. (MM docket 90-352 by MO&O [FCC
91R-87| adopted September 23 by Review Board.)

8 Charlottesville, VA Dismissed as repetitious Com-
munication Audio Video Corporation’s request for re-
consideration of dismissal of its application for new
FM on channel 298A. (MM docket 88-440 by Order
[FCC 91-266] adopted August 23 by Commission.}

® Charlottesville, VA Denied applications of Acher-
nar Broadcasting Co. and Lindsay Television Inc.. for
new TV on channel 64. Decision overtumed Review
Board action granting Lindsay's application and deny-
ing Achernar’s. (MM docket 86-440, Report DC-1943.
September 10 by MO&O [FCC 91-280].)

® Hayward, WI Ordered Pine-Airc Broadcasting
Corp. Inc.. licensee of station WRLS-FM. Hayward.
Wi. to forfeit $2.000 fot violating Commission’s rulcs
concerning lotteries. (By MO&QO DA 91-1134] adopt-
ed Sepiember 4 by Chief. Mass Media Bureau.)

identical time  brokerage  agr b
WHBT(AM) (HVS). Tallahassee. FL. and WTMG-
FM (Burns), Tallahassee. There is substantial overlap
between stations. (By Letter [DA 91-1158] adopted
September 6 by Chief. Mass Media Bureau.)

@ Pittsfield, MA Denied application for review filed
by Panavideo Broadcasting. Inc. for extension of time
10 construct WVUW(TV). thus cancelling its CP and
deleting its call sign. (Report MM-570 August 23 by
MO&O [FCC 91-269].)

® Kansas City, MO Affirmed decision by Review
Board that granted application of T.V. 32. Inc.. for
new TV and denied competing applications of channel
32 Broadcasting Company. Kansas City Skywave,
Inc.. Bolt Lid. and Kansas City Television. Lid.
IKZKC(TV)). Channel 32, Skywave. Bolt and Kansas
City Television sought review of Board's decision.
(MM docket 87-86, Report DC-1938. by Commission
August 26 by MO&O [FCC 91-271).)

® Las Vegas Granted application of Tierra Alta Broad-
casting for new UHF TV on channel 15: denied com-
peting application of Lorraine Walker Arms and dis-
missed the application of Echonet Corporation. (MM
docket 89-80 by Decision [FCC 91R-88] adopted Sep-
tember 24 by Review Board.)

8 Manahawkin, NJ Designated for hearing applica-
tion of Great Scott Broadcasting for new FM on chan-
nel 289B1 at Manahawkin. (MM docket 91-208 by
Order {DA 91-1040] adopted August 15 by Chief.
Audio Services Division, Mass Media Burcau.)

® North Cape May, NJ Granted application of Jeanne
T. Haefner for new FM on channel 294A. denied
competing application of Cape Broadcusting Corp.

ALLOCATIONS

Proposals

® Eureka Springs, AR Allot TV channel 34: com-
ments due November 4. replies November 19 (MM
docket 91-260 |DA 91-1111): adopted August 28 by
Assistant Chief. Allocations Branch. Policy and Rules
Division. Mass Media Bureau.)

@ Callahan, FL and St. Marys, GA Reallot FM chan-
nel 227C2 from St, Marys to Callahan: comments due
November 4, replies November 19 (MM dacket 91-261
[DA 91-1127] adopted August 29 by Assistant Chief,
Allocations Branch, Policy and Rules Division, Mass
Media Bureau. )

® Venice, FL Substitute channet 221C3 for channel
221A and modify license of WCTQ(FM) accordingly:
comments due October 28. replies November 12. (MM
docket 91-257 by NPRM |DA 91-1104] adopted Au-
gust 26 by Assistant Chief, Allocations Branch, Policy
and Rules Division, Mass Media Bureau.)

® Honolulu Proposed substituting channel 238C for
channel 238C1 and modifying license of KAIM(FM)
accordingly. Comments are due November 25. replies
December 10. (MM docket 91-285 adopted Sepiember
25 by Assistant Chief. Allocations Branch.)

® Hayden, ID Substitute channel 233C for channel
233A and modify CP of KMWC(FM} accordingly.
Comments due Oclober 25. replies November 12.
(MM docket 91-254 by NPRM [DA 91-1090] adopted
August 22 by Assistant Chief. Allocations Branch.)
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® Brownstown, Cannelton and Edinburgh, all Indi-
ana; Beaver Dam, Campbellsville, Horse Cave and
Munfordville, all Kentucky, and Carthage and La-
fayette, both Tennessee Proposed allotting channel
275A to Brownstown. IN. as its fint broadcast service:
proposed substituting channel 275C3 for channel 275A
at Cannelton. and modifying CP of WKCM-FM ac-
cordingly: proposed substituting channel 264A for
channel 274A a1 Beaver Dam. KY. and modifying
construction permit of WVPV(FM) accordingly: sub-
stituting channel 294A for channel 264A at Horse
Cave. KY; proposed allotting channel 275A 10 Edin-
burgh. IN. as its first broadcast service: substituting
channel 281C3 for channel 281A at Campbellsville.
KY. and modifying license of WCKQUFM) according-
ly: substituting channel 294A for channel 272A al
Munfordville. KY. and modifying license of WLOC-
FM accordingly; substituting channel 281A for channel
272A a Carthage. TN, and modifying license of
WUCZ-FM accordingly: and substituting channel
272A for channel 281 A at Lafayeute. TN. South Cen-
tral Kentucky Broadcasting. licensce of WLOC-FM,
and Wood Broadcasting Inc.. licensee of WUCZ-FM.
must show cause by November 21 why their licenses
should not be modified. Comments are due November
21. replies December 6. (MM docket 91-271 by
NPRM and Order to Show Cause | DA 91-1141]| adopt-
ed September 6 by Chief. Allocations Branch.)

@ Belle Plaine, KS Proposed allotting channel 224C3
as its first broadcast service. Comments are due No-
vember 25. replies December 10. (MM docket 91-279
by NPRM {DA 91-1179] adopted September 18 by
Assistant Chief, Allocations Branch.)

® Opelousas and Berwick, both Louisiana Substiute
channel 290C3 for channel 290A at Opelousas and
modify license of KVOL(FM} accordingly: substitute
channel 295A for channel 290A at Berwick and modify
license of KVPO(FM) accordingly. Ordered Mary
Frances Doiron. licensee of KVPO(FM), to show
cause by October 18 why station’s license should not
be modified. Comments are due October 18, replics
November 4. (MM docket 91-252 by NPRM and Order
to Show Cause [DA 91-1034) adopted August 13 by
Assistant Chief, Allocations Branch.)

® Fort Kent, ME Allot channel 293C3 1o Fort Kemt
and reserve channel for noncommercial educational
use. Comments are due November 4, replies Novem-
ber 19. (MM docket 91-268 by NPRM [DA 91-1140]
adopted September 5 by Assistant Chief. Allocations
Branch. )

u Mi polis Proposed ding FM Table by sub-
stituting channel 224C2 for channel 224A: proposed
modification of CP accordingly: commenis due No-
vember 25. replics December 10. (MM docker 91-278.
by NPRM [DA 91-1178) adopted September 18 by
Assistant Chief. Allocations Branch.)

® Oxford, MS Substitution of channel 229C3 for
channel 229A and modification of license for
WKLI(FM) accordingly. Comments due November
22, replies December 9. (MM docket 91-277 by
NPRM |DA 91-1177] adopted September 18 by Assis-
tant Chief. Allocations Branch. Policy and Rules Divi-
sion.)

® Independence, MO Proposed substituting channel
2238 for channel 292A and modifying CP of
KDAY(FM) accordingly. Comments are due Novem-
ber 25, replies December 10. (MM docket 91-284 by
NPRM |DA 91-1198| adoptcd September 25 by Assis-
tant Chief. Allocations Branch.)

® Kennett, MO Allot UHF TV channel 58 as its first
local TV service. Comments are due November 4,
replies November 9. (MM docket 91-267 by NPRM
[DA 91-1132) adopted September 3 byAssistant Chief.
Allocations Branch.)

8 Piedmont, MO Substiution of channel 285C3 for
channel 285A and modification of license of KPWB-
FM accordingly. Comments due November 22. replics
December 9. (MM docket 91-274 by NPRM [DA 91-
1168) adopted September 17 by Assistant Chief. Allo-
cations Branch. Policy and Rules Division.)

® Los Alamos, NM Allot channel 298C: comments
due November 4 and replies November 19 (MM docket
91-263 | DA 91-1120): adopted August 30 by Assistant
Chief. Allocations Branch. Policy and Rules Division.
Mass Media Bureau.)

® Bismarck. ND Allot channcl 248C: comments due
November 4 and replies November 19 {MM docket 91-
264 DA 91-1121] adopted August 30 by Assistant
Chief. Allocations Branch. Policy and Rules Division,
Mass Media Bureau.)

® Nowata and Collinsville, both Oklahoma Substi-
tute channel 268C3 for channel 268A and reallot from
Nowata 10 Collinsville. Comments due October 25,
replies November 12. (MM docker 91-255 by NPRM
[DA 91-1091| adopted August 22 by Assistant Chief.
Allocations Branch.)

® Ashland, OR Allot channel 298C2: comments due
November 4 and replies November 19 (MM docket 41-
265 |DA 91-1122] adopted August 30 by Assistant
Chief. Allocations Branch, Policy and Rules Division.
Mass Media Bureau.)

® Redmond, OR Allot channel 259C3: commenis due
November 4 and replics November 19 (MM docket 91-
266 |DA 91-1124] adopted August 30 by Assistant
Chief. Allocations Branch. Policy and Rules Division.
Mass Media Bureau.)

8 Winchester Bay and Sutherlin, both Oregon Real-
lot channel 266A from Sutherlin to Winchester Bay
and seek comment on status of Winchester Bay as
community for allotment purposes. Comments due Oc-
tober 25. replies November 12. (MM docket 91-256 by
NPRM [DA 91-1092] adopted August 22 by Assistant
Chief. Allocations Branch.)

® Tioga, PA Substitute channel 234B1 for channel
234A and modify CP of WPHD accordingly. Com-
ments due October 21. replies November S. (MM
docket 91-253 by NPRM |DA 91-1077) adopted Au-
gust 21 by Assistant Chief. Allocations Branch.)

® Canovanas, Mayaguez, Quebradillas, San Juan
and Vieques, all Puerto Rico Reallot channel 252A
from Quebradillas 10 Canovanas: reallot channel 256B
from Mayaguez 10 San Juan: allot channel 258A to
Quebradillas: delete channel 253B from San Juan and
delete channel 255B from Vieques: ordered licensees
of WKJB-FM Mayaguez and WPRM-FM San Juan. 1o
show cause why their licenses should not be modified.
(MM docket 91-259. August 28, DA 91-1110.)

® Chester, Kingstree, Widgefield and Summerton,
all South Carolina Substitute channel 257C3 for chan-
nel 257 A a1 Chester. and modifying license of WDZK-
FM accordingly: substituting channel 257C3 for chan-
nel 252A at Kingstree. and modifying license of
WWKT-FM accordingly. To accommodate Chester
and Kings tree upgrades. substitute ch 1 238A for
channel 257A at Wedgefield. and modifying license of
WIBZ-FM (o specify alternate class channel by substi-
tuting channel 252A for vacant and unapplied for chan-
nel 238A at Summerion. Ordered Wedgefield Commu-
nications. licensee of WIBZ-FM to show cause by
October 18 why its license should not be modified.
Comments are due October 18. replies November 4.
(MM docket 91-251 by NPRM and Order to Show
Cause |DA 91-1033] adopted August 13 by Assistant
Chief. Allocations Branch.)

8 Walterboro, SC Substitute channel 265C3 for chan-
nel 265A and modify license of WALD-FM according-
ly. {MM docket 91-262. August 30. DA 91-1123.)

® Beiton, TX Substitution of channel 292C3 for chan-
nel 292A and modification of license of KOOC(FM)
accordingly. Comments due November 22. replies De-
cember 9. (MM docket 91-276 by NPRM [DA 91-
1176] adopted September 18 by Assi Chief. Allo-
cations Branch. Policy and Rules Division.)

® Claude and Dimmitt, both Texas Counterproposal
substiuting channel 239C1 for channel 239A at
Claude. and modifying CP of Lycille Anne Lacy: and
substituting channel 263C3 for channel 240C3 at Dim-
mitt. and modifying CP of KDIU{FM) accordingly.
Ordered Collins Communications Company. permitiee
of KDIU(FM), 1o show cause by November 21 why its
permit should not be modified. (MM docket 90-547 by
Order 10 Show Cause DA 91-1146) adopted Septem-
ber 9 by the Assistant Chief. Allocations Branch.)

® Franklin, TX Substitution of channel 270C3 chan-
nel 270A and modification of CP of KPXQ(FM) ac-
cordingly. Comments due November 22. replies De-
cember 9. (MM docket 91-275 by NPRM [DA 91-
1175) adopted Sepiember 18 by Assistam Chicl.
Allocations Branch, Policy and Rules Division.)

® George West, TX Proposed allotting channel 228C3
as its second FM service. Comments are due Novem-
ber 25. replies December 10. (MM docket 91-283 by
NPRM |DA 91-1 182} adopted September 20 by Assis-
tant Chief. Allocations Branch.)

® Gilmer, TX Substitute channel 237C3 for channel
237A and modify license of KLSQ(FM} accordingly.
Comments are due October 18. replies November 4.
{MM docket 91-250 by NPRM |DA 91-1032| adopted
August 13 by Assistant Chief. Allocations Branch. )

® Trinity, TX Proposed allotting channel 251A as its
first FM service. Comments are due November 21.
repliecs December 6. (MM docket 91-272 by NPRM
IDA 91-1151] adopted September 10 by Assistant
Chief. Allocations Branch.)

Actions

® Wickenburg and Lake Havasu City, AZ Eftective
October 15. substituted channel 287C1 for channel
287C2 at Wickenburg and modified license of KRDS-
FM accordingly: and substituted channel 283C2 for
channel 286 C2 at Lake Havasu City and modified
license of KZUL-FM accordingly. (MM docket 90-468
by R&O |DA 91-1070]| adopied August 16 by Assistant
Chief. Allocations Branch. Mass Media Bureau.)

® Winslow and Kachina Village, both Arizona Ef-
fective October 15. reallotted channel 286C from
Winslow to Kachina Village. and reclassified CP of
KTDX(FM) to specify operation on channcl 286C2 as
requested. subject to conditions. (MM docket 89-628
by R&O [DA 91-1036] adopted August 14 by Assistant
Chief. Mass Media Bureau. )

8 Pine Bluff and Maumelle, both Arkansas Effective
October 15, reallotied channel 235C from Pine Bluff to
Maumelle, and conditionally modified license of
ROLL-FM accordingly. (MM docket 90-493 by R&O
IDA 91-1037) adopted August 14 by Assistant Chief,
Allocations Branch.)

® Wickenburg. AR Effective November 18. alloned
channel 229A as its second FM service. Filing win-
dow: November 19-December 19. (MM docket 91-133
by R&O |DA 91-1200) adopted Scpiember 25 by As-
sistant Chief. Allocations Branch. Mass Media Bu-
reau.)

® El Rio and Ojai. CA Effective November 4. allot-
ted channel 279A to El Rio as its first lacal broadcast
service. and denied channel allotment 1o Ojai. Filing
window for El Rio opens November 15. closes Decem-
ber 16. (MM docket 90-174 by R&O DA 91-1157]
adopted September 17 by Chief. Allocations Branch,
Mass Media Bureau.)

® Lenwood, CA Effective November 18, allotted
channel 245A as its third FM service. Filing window:
November 19-December 19. (MM docket 90-601 by
R&O DA 91-1185} adopted September 20 by Assis-
tant Chief. Allocations Branch.}

® Liberty, KY Effective November I8, substituted
channcl 254C3 for channel 254A a1 Liberty, and condi-
tionally modifiecd CP of WKDO(FM} accordingly.
{MM docket 91-182 by R&O [DA 91-1184| adopted
Septembet 20 by Assistant Chief. Allocations Branch.)

¥ Los Angeles and Norwalk, both California Effec-
tive October 28, reallot channel 9 from Norwalk 1o Los
Angeles; modified license of KCAL-TV accordingly.
(MM docket 91-113, August 29 [DA 91-1126) by
Assistant Chief Allocations Branch.)

® Windsor and Calistoga, CA Effective October 15.
allotted channel 281 A 1o Windsor as its first FM ser-
vice: allotted channel 265A to Calistoga as its first
broadcast service. Filing windows for Windsor and
Calistoga: October 16-November 15. (MM docket 90-
187 |DA 90-1035] adopted August 13 by Assistant
Chief. Allocations Branch.)

% Yreka, CA Effective November 18 (o substituie
channel 2B0C | for channel 249C2 and modified licensc
of KYRE(FM) accordingly. (MM docket 90-646 by
R&O DA 91-1180] adopted September 18 by Assis-
tant Chicf, Allocations Branch. Policy and Rules Divi-
sion, Mass Media Burcau.)

® Cedar Key, FL Effective October |S. substituted
channel 274C3 for channel 274A and modified CP for
Karen Voyles accordingly. (MM docket 91-118 by
R&0O [DA 91-1066| adopted August 7 by Chief. Allo-
cations Branch.)
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® Miami Beach Effective November |8, substituted
channel 230C for channel 230C |1 at Miami Beach. and
conditionally modified license of WLVE(FM) accord-
ingly. (MM docket 91-178 by R&O (DA 91-1183]
adopted September 20 by Assistant Chief, Allocations
Branch.)

8 Warrenton, GA Effective October 18, substituted
channel 226C3 for channel 266A and modified CF of
WSAA(FM) accordingly. (MM docket 90-456 by
R&O [DA 9i-1089] adopted August 23 by Assistant
Chief. Allocations Branch, Mass Media Bureau.)

® Wailuku, HI Effective October 21, alloted TV chan-
nel 39. (MM docket 91-134 by R&O [DA 91-1103]
adopted August 26 by Assistant Chief. Allocations
Branch.)

® Bartonville, IL Effective October 15. allotted chan-
nel 260A o Banonville as its first local FM service.
Window opens October 16. closes November 15. (MM
docket 89-331 by R&O DA 91-1072] adopted August
16 by Assistant Chief. Allocations Branch. Mass Me-
dia Bureau.)

® Princeton, IL Effective October 15, substituted
channel 251 A for channel 252A and modified license
of WZOE(FM) accordingly. (MM docket 89-397 by
R&O |DA 91-1071] adopted August 16 by Assistant
Chief. Allocations Branch.)

® New Albany, IN Effective October 15. allotted
channel 234A 10 New Albany as its first local FM
service. Filing window: October 16-November 15.
(MM docket 88-457 by R&O [DA 91-10691] adopted
August 15 by Assistant Chief, Allocations Branch.)

® Medicine Lodge, KS Effective November |5. sub-
stituted channel 269C2 for channel 240A; modified CP
of KRENFM) accordingly. (MM docket 91-159 by
R&O [DA-91-1174] adopted September 18 by Assis-
tant Chief. Allocations Branch.)

® Sterling, KS Effective October 28. allotted channel

—

239A as its first broadcast service. Filing window:
October 29-November 29. (MM docket 91-160 by
R&O |DA 91-1137] adopted September 4 by Assistant
Chief, Allocations Branch, Mass Media Buresu.)

® Hawesville, KY Dismissed request to allot channel
234A to Hawesville. (MM docket BB-315 by First
R&O [DA 91-1068) adopted August 15 by Assistant
Chief, Allocations Branch.)

® Natchltoches, LA Effective October 15. substituted
channel 247C3 for channel 249A at Natchitoches and
modified license of KDBH(FM) accordingly. (MM
docket 91-109 by R&O [DA 91-10671 adopted August
14 by Assistant Chief. Allocations Branch.)

® New Iberia and Ville Platte, LA Effective Novem-
ber 14, substituted channel 229C1 for channel 229C2
at New lberia. and modified CP of KKZN(FM) accord-
ingly: and substituted channel 223A for ¢hannel 228A
at Ville Platte, and modified license of KVPI(FM)
accordingly. (MM docket 91-57 by R&O [DA 9I-
1154] adopted September 12 by Assistant Chief, Allo-
cations Branch.)

® Reserve, LA Effective October 11, substituted chan-
nel 235C3 for channel 235A and conditionally modi-
fied construction permit of WADU(FM) accordnngly
(MM docket 91-76 by R&O [DA 91-1029] adop

fied ticense of WLIN accordingly: substituted channel
296A for channel 269A at Collins and conditionally
modified license of WKNZ accordingly: allotted chan-
nel 247A 1o Sumrall as its first FM service. Filing
window for Sumrall: November |5-December 16.
(MM docket 90-569 by R&O DA 91-1155 adopted
September 12 by Assistant Chief. Allocations Branch.)

® Lexington and Pickens, MS Effective November
15. substituted channel 290C2 for channel 290C3 and
reallotted channel from Lexington to Pickens: modified
license of WLTD(FM} accordingly. (MM docket 91-
183, R&O [DA 91-1173] adopted September 18 by
Assistant Chief. Allocations Branch.)

® Saranac Lake, NY Effective October 15, allotted
channel 292C3 as its second FM service. (MM docket
90-324 by R&O [DA 91-1038] adopted August 14 by
Assistant Chief. Allocations Branch.)

® New Bern and Oriental, both North Carolina Ef-
fective October 28, substituted channel 231C3 for
channel 231A at New Bem: reallotted channel 231C3
from New Bem to Oriental; modified CP of WZYH-
FM accordingly. (MM docket 91-73. August 28, [DA
91-1109] by Assistant Chief. Allocations Branch.)

® Culebra and Vieques, both Puerto Rico, and
Christiansted, VI Effective October 15, allotted chan-

August 13 by Chief, Allocations Branch.)

® Cleveland and Rosedale, both Mississippi Effec-
tive November 18, amended FM Table to allot channel
298C3 10 Rosedale; modified CP of WEZU(FM) 10
specify operation at Rosedale. in lieu of Cleveland. and
specify operation on channel 298C3: allotied channel
252C3 to Clevelend. Filing window for Cleveland:
November 19-December 19. (MM docker 89-415. by
R&O [DA 91-1189] adopted September 24 by Chief.
Allocations Branch.)

® Gluckstadt, Collins, Shubuta and Sumrall, all
Mississippi Effective November 14, substituted chan-
nel 269C3 for channel 269A at Gluckstadt, and modi-

nel 293A to Culebra. Filing window: October 15-
November 15. (MM docket 89-495 by R&O |DA 91-
1075] adopted August 20 by Assistant Chief.
Allocations Branch.)

® Waterbury and Royalton, both Vermont, and
New London, NH Effective October 21| allowed chan-
nel 276A 10 Waterbury. channel 77A to Royalton,
channels 260C and 278A 1o Platisburgh and channel
259A to New London: filing window for New London:
October 22 to November 21. (MM dockets 87-410 and
88-159 by MO&O [DA 91-1076] adopted August 20
by Chief. Policy and Rules Division, Mass Media
Bureau.}

SERVICES

BROADCAST DATABASE

daia.monld

Caverage/Terrain Shadowing
Allocation Studies * Directaries

Computenzed Broadcast Service

DATA SERVICES

Including

ﬁm

mmnommwm

Data Base-Allocation Studies H F
Terrain Profiles
A Div. of Moffet. Laryon & Johmon. Inc.

requency Searc
. Tower Erecbon and Mummlnca
Fuclity Design and Congiruction

dataworld’
LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

| FM & TV CHANNEL SEARCH |

COVMMUNICATIONS

P.O. Box 30730 301-652-8822 ]
Bethesda, MO 20814 B00-368-5754 FAX 703434 8072 ,“a’i’!i‘.:’i%‘ﬂ"ﬁ”‘““ e 301-652-8822  800-368-5754
SOFTWARE

N C
« Radio and Television System Design

and Studio

FCC dala?ases for MS-DOS
Broadcast lechnical Consutting [

V Doug Vernier

Brosdeast Comsaltant
1800 Prcsurasque Dnvs:
Cedar Falla, iowa 50613
319 266-8402

¢ Microwave and Sateitite
Engineering and instalistion

908-245-4833  Kenliworth, NJ 07033

New Towers,
Engineering Studies,

627 Bouleverd

5 ﬂlhmﬂnmcr&mﬂ
sfainless, ine. i

Antenna Structures
Modification

inspections, Erection,
North Wales, PA 19454 109
215 699-4871 FAX 699-9597

ATl i

Towers and Anitenna Structures
s Raobert A. Shoolbred, PE.
isals

Morrison Drive
‘Charleson, 5.C. 20403 = (803} 5774681

wee SG Communications

@ %ﬂiﬂﬂui. e,

moa New towsrs, transmitier bulidings, eerth
wtations, turnkey site development.

TV/FM _RF Systems Specialists
RF System Measurements

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS

Tower Erection & Maintenance k Tower Structures, Inc.
ALAN DICK ANTENNAS & COMBINERS ; '
800-824-7865 Tucson, A2 LEBLANG & ROYLE TOWER SYSTEMS 1S/ . TAEDL SERVING BROADCASTERS
800-874-5449 Tampa, FL (D G U (CT AT LA ) e FOR OVER FORTY YEARS
215-699-6284 N. Wales, PA TEL: 301490-2200 FAX: 301498-7952 P M0 L. Mo 2848513 (405) 946-5551
Broadcast Video Tape S FOR WORLDWIDE REID BROADCAST PROFESSIONAL/SERVICE
Groal Service « Excedlent Frices SATELUITE TRANSMISSION COMMUNICATIONS INC. DIRECTORY RATES
Nnnpnl _!;;-«,'g;:- SERVICES CONTACT: PROVIDES ENGHEERMG SERVICES M AADKCYTY 52 woeks - $45 per Inserion
WAl W i D8 COMMUNICATIONS GROUP www—-mm 13 -ggp.r:::ﬂnm
MMM Cusfomn Reloads 10525 WEST WASHINGTON BIVD. OVER 30 FEARS ENGICERIG ek b
* U-MATIC. VIS CULVER CITY, CA 902321922 £D REID P.O_Box 170476| | INGI 88 anetime ypesetiing charge
1 -800-888-445 1 213-870-9000 FAX: 213-838-6374 (317) 4966142  Artinglon, Texas 76003 of $20. Call (202)

66 For the Record

Broadeasting Oct 21 1991/



PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc. -—Cé-g,lérgh{r%ﬁEs— LOHNES & CULVER COHEN, DIPPELL AND
el R Consuhing Radio-Tv Engreers EVERIST, P.C.
1019 19th Strect, N.W.. Suilc 300 (EeatiniLEys 158 15th. St. , NLW. , Suite 808 CONSULTING ENGINEERS
Washingtan, D.C. 20036 7901 YARNWOOD COURT Washington , D.C. 20005 o
Telephone: 202-223-6700 SPRINGFIE.D. VIRGINIA 2153 (202) 296-2722 13”W:S:Wrg$.,l:\’,”0vz s;’o’;fz; oo
Mernber AFCCE (703 ) 569-7704 .
MEMBER APCCE sines”1mas Membna AFCCE "zzfr)ﬂbel?iFg(’:E”
SILLIMAN ANOD SILLIMAN Moffet, I'.a_rson&_lolynsenilnc‘ HAMMETT & EDISON, INC. Jules Cohen & Associates, P.C
8121 Georgia Ave. #700 Consuhting ations Engs CONSULTING ENGINEERS Consulting Electronics Engineers
Silver Spring, MD 20910 Two Skyline Place, Suite 800 Box 280068 3 (L Fallo
ROBERT M. SILLIMAN. P.E. §203 Leesburg Pike San Francisco, California 94128 1725 DeSales, N.W.
(301 S89-8288 Falls Church, VA 22041 Washington, D.C. 20036
THOMAS B. SILLIMAN. P.E. 703 824-5660 HE (415) 342.5200 Tetephone: (202) 659-3707
(812 833.97%4 FAX:703—824-5672 (202) 396-5200 Telecopy: (202) 659-0360
Member AFCCE Member AFCCE Member AFCCE Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM.TY Engineenng Consultanis
Complele Tower and Rigging Services
“Serving the Broudeast fnduntry:
Jor aeve 30 Years”

Box 807 Bath, Ohic 44210
(216} 659-4440

E. Haroid Munn, Jr.,
& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49038
Phone: 517—278-7339

Mulianey Engineering, Inc.

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-011%
Mamber AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. N.W.,
SEATTLE. WASHINGTON 98107
1206) 783-9151: Facsimile: {206) 7899834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers

STRUCTURAL SYSTEMS
TECHNGOLOGY. INC.
J. Cabot Goudy. PE.
PRESIDENT

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.0. BOX 180312

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.

Consulting Radio Engineer
Mcmber AFCCE

P.O. Box 356

911 Edward Streer TOWERS. ANTENNAS. STRUCTURES DALLAS, TEXA Bloomfield Hills, Ml 48013
g . ' S 75218 p
PRt Tall . E To
s [ CIEY Studhe, Analyss, Drweh Modifcarom:. TELECOMMUNICATIONS (FCC, FAA) Ay Lo
{309) 364-3903 ot B R . CHARLES PAUL CROSSNG, P.E. (202) 293-2020
Fax (309) 364-3775 6867 Eim St . McLean. VA 22101 (741 J36-9765 (214) 321.0140 T e e YreeE
LAWRENCE L. MORTON
ASSOCIATES SELLMEYER ENGINEERING
D.C. WILLIAMS, P.E. Comumcmons TECHNOLOGIES INC. il B | o howniA 3434 Consuiting Engineers
TANTS

Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

Clarence M. Beverage
Laura M. Mizrahi

£.0.Box 1130. Masiion, NJ 08053
(609) 985-0077 « FAX: (609)985-8124

LAWRENCE L. MORTON, P.E.
AM = FM + TV

APPLICATIONS « FIELD ENGINEERING
MEMBER AFCGE

(805) 733-4275 / FAX (805) 733-4793

McKinney, Texas 75069
(214) 542-2056
Member AFCCE

* FCC Data Bases

PAUL DEAN FORD. P.E. * L Applcaons and Fek Engneering W. Lee Simmons & Assoc,, Inc.
SROADCAST ENGINEERING CONSULTANT :m :':W""W' BROADCAST CONSULTANTS Tedecommumicofions
3775 West D Ave., icati i
West ;qu b iy B \OWL ENGINEERING, INC. Applications e  Inspections 103 MMC"W““""‘M"’ - Solte 200F
812-535'-3831 2/ Congulting Communications Engincers Call Toll-Free Hilton Heod Js., 5.C 29928
1308 W. County Road F, 81, Paul, MN 55112 (800) 969-3900 800-277-5417 803-785-4445
Member AFCCE {612) 6311338 “Momber AFCCE” 1515 N Court House Rd. Atington, VA 22201 FAX 803-842-3371
®)_RADIO ENGINEERING CO. DONT BE A contact George Jacobs
1660 Primavera Lang STRANGER & Associates, Inc.
NpOmo, CA 83444 BROADCASTING MAGAZINE y I
cormoranrs e b Sanvs oS Desoiey 1705 DeSates St., N.W. Consulting Broadcast Engineers

ALLOCATIONS. INSTALLATIONS. FELD
ANTENNA & TYPE ACCEPTANCE MEASUREWENTS
Serving Broscessiers Over 13 Yapry

Tol: (805) 920-1960
Worwood J. Pattacson £y, (908 929-5571

YOl
seen Dy slavon and cable TV owners
e Sysiem

~ 1989 Readerstwp Survey showing 3 7 raaders
per copy

Domestic & International
Member AFCCE

Suite 410 B;R ; . A‘v‘%
ver h
(301) 587-86800 SEOD"'I%

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - $45 per insertion

26 weeks - 560 per insertion
13 weeks - $75 per insertion

There is a one time typesetting charge of 520. Call (202) 659-2340




“

DATEBOOK

Continued from page 18.

Nov. 20—Meeting of Sociery of Cable Television
Engineers, Penn-Ohio Meeting Group. Cranberry
Motor Lodge. Warrendale, Pa. Information:
(716) 664-7310.

Nov, 20-22—Western Cable Show, sponsored
by California Cable TV Association. Anaheim
Convention Center, Anaheim, Calif.

& Nov. 21—"Multiculturalism as a News Sto-
ry," seminar sponsored by The Freedom Forum
Media Studies Center and Columbia University.
Journalism Building of Columbia University,
New York. Information: Shirley Gazsi. (212)
280-8392.

8 Nov. 21—Federal Communications Bar Associ-
ation luncheon. Speaker: Robert Allen, chair-
man, AT&T. Washington Marriott, Washington.
Information: Mary Blasinsky, (202) 833-2684.

u Nov. 22—U Network affiliates annual confer-
ence sponsored by National Association of Col-
lege Broadcasters. Brown University, Provi-
dence, R.l. Information: (401) 863-2225.

u Nov. 22-24—Fourth annual national confer-
ence of National Association of College Broad-
casters, including annual college radio/TV sat-
ellite affiliates conference (Nov. 22). Brown
University. Providence. R.I. Information: (401)
863-2225.

u Nov. 22-24—Lighting Dimension International
technology evenl. Reno, Nev. Information: Jill
DeForte, (212)353-1951.

Nov. 23-25—LPTV annuai conference and ex-
position, sponsored by Community Broadcasters
Association. Riviera Hotel, Las Vegas. Informa-
tion: (800) 225-8183.

® Nov. 26—International Radio and Television
Sociery newsmaker luncheon. Waldorf-Astoria
Hotel, New York. Information: (212) 867-6650.

DECEMBER

s Dec. t-5—German Screenings sponsored
by WDR International. Cologne. Information:
Beatrix Landman, (0221) 2-20-3219.

u Dec. 2—Deadline for entries in 1992 Narional
Educational Film and Video festival. Eligible pro-
ductions include documentaries. made-for-TV
programs and PSA's. Information: (415) 465-
6885.

u Dec. 2-3—"Telecommunications Policy and
Regulation: The Year Ahead, Congress, the
FCC and Judge Greene's Court," annual insti-
tute co-sponsored by Praciising Law lastitute
and the Federal Communications Bar Association.
Four Seasons Hotei, Washington. Information:
(212) 765-5700.

u Dec. 3-5—Avid Technology media composer
training classes. Dailas. Information: Kim Haj-
jar, (617) 221-6789.

u Dec. 4—International Radio and Television So-
ciety Under-30's seminar. Theme: "FCC Re-
guation: A Look at Fin-Syn and its Ramifica-
tions.” NBC Mezzanine Level, New York.
Information: (212) 867-6650.

u Dec. 4-6—National Association of Government
Communicators annual communications school.
Keynote speaker: John Holliman, reporter, Ca-
ble News Network. Rossyln Westpark Hotel,
Arington. Va. Information: 9703) 519-3902.

a Dec. 5—Seventh annual American Sporiscast-
ers Assaciation Hall of Fame dinner honoring
Muhammad Ali with the Sports Legend Award.

Marriott Marquis, New York. Information: (212)
227-8080.

u Dec. 5—Federal Communications Bar Associa-
tion annua! chairman’s dinner honoring FCC
Chairman Alfred Sikes. Washington Hiiton Ho-
tel, Washington. Information: (202) 833-2684.

Dec. 6—Deadline for entries in (nternational
Broadcasting Awards for “world's best radio
and TV commercials,” sponsored by Holiv-
wood Radio and Television Society. \nformation:
(818) 769-4313.

u Dec. 7—"Covering the 1992 Republican Na-
tional Convention,” seminar sponsored by Tex-
as Associated Press Broadcasters. Holiday Inn
Crowne Plaza, Houston. Information: Diana
Jensen, {214} 991-2100.

u Dec. 7-8—"Introduction to Creative Sound
Recording for Radio,” workshop sponsored by
Jack Straw Productions. Seattle. Information:
Charles Hamilton, (206) 634-0919.

u Dec. 8—51st annua! Golden Apples Awards
luncheon sponsored by The Hollywood Wom-
en's Press Club. Beverly Hilton Hotel, Beverly
Hills, Calit. Information: (213) 960-5725.

Dec. 8-13—"Producing Newscasts,” seminar
for broadcast journalists sponsored by Poynier
institute. Poynler Institute, St. Petersburg, Fla.
Information: (813) 821-9494.

Dec. 9—Foundation of the Motion Picture Pio-
neers S3rd annual dinner dance. Sumner Red-
stone, chairman, president, CEQ, National
Amusements, to receive "Pioneer of the Year”
award. Waldorf-Astoria, New York. Information:
(212) 247-3178.

u Dec. 9-13—L ectures on First Amendment is-
sues by journalists and public figures spon-
sored by Columbia University Graduate School of
Journalism as part ot Freedom Week celebra-
tion. World Room, Columbia Universty Gradu-
ate School of Journalism, New York, Informa-
tion: (212) 854-4150.

u Dec. 10—"The Road to Results,” affiiiate ad
sales workshop sponsored by MTV Network.
Portland, Ore. Information: Elizabeth Miropol,
(312) 565-2300.

u Dec. 10-12—Avid Technology media cOMpos-
er training classes. Atlanta. Information: Kim
Hajjar, (617) 221-6789.

Dec. 10-12—Cable Television Administration and
Marketing Sociery service management master
course. Atlanta. Information: {(703) 549-4200.

® Dec. 11—"The Road to Resulls," affiliate ad
sales workshop sponsored by MTV Network.
Seattle. Information: Elizabeth Miropol, (312)
565-2300.

mDec. 11—Gala dinner honoring the First
Amendment and Justic William J. Brennan Jr.
sponsored Oy Columbia University Graduate
School of Journalism as part of Freedom Week
celebration. The Rotunda of Low Memorial Li-
brary, Columbia University, New York. Informa-
tion: (212) 755-1190.

u Dec. 11-12—QOccupational Health and Safe-
ty Act compliance seminar sponsored by Na-
tion Cable Televisoin Institute. Information: (303}
761-8554.

Dec. 11-13—Ninth annual Private Cable Show.
Westin Resort, Hilton Head, S.C. Information:
(713) 342-9655.

u Dec. 12—Jnternational Radio and Television
Society Christmas benefil. The Waldorf-Astoria
Hotel, New York. Information: {212) 867-6650.

® Dec. 12—"Multiculturalism and Higher Edu-
cation.” seminar sponsored by The Freedom
Forum Media Studies Center and Columbia Uni-

versify. Journalism Building of Columbia Uni-
versity, New York. Information: Shirley Gazsi,
(212) 280-8392.

o Dec. 15—Deadline for entries for The Interna-
tional Sports Video and Film Festival 92. Informa-
tion: (305) 893-8771.

8 Dec. 17-19—Avid Technology media cOmpos-
er training classes. Boston. Information: Kim
Hajjar, (617) 221-6789.

Dec. 18—Hollywood Radio and Television Society
tioliday party. Century Plaza, Los Angeles. In-
formation: (818) 768-4313.

JANUARY, 1992

Jan. 7-10—Association of Independent Television
Stations annual convention. San Francisco. In-
formation: (202) 887-1970.

Jan. 8—Deadline for entrigs for ADDY Awards
sponsored by The Advertising Club of Metropoli-
tan Washingion. Information: (301) 656-2582.

Jan. 10-16—National Association of Broadcasters
joint board meeting and legislative forum. Palm
Springs. Calif.

Jan. 12-15—"Regional Interests and Global
Issues: The Challenge of Telecommunications
Integration for the Pacific,” 14th annual confer-
ence sponsored by Pacific Telecommunications
Council. Sheraton Waikiki, Honolulu. Informa-
tion: {808) 941-3789.

8 Jan. 16—Federal Communications Bar Associa-
tion luncheon. Speaker: Dr. Thomas Stanley,
FCC chief engineer. Washington Marrioft,
Washington. Information: Mary Blasinsky,
{202) 833-2684.

s Jan. 16—-"The Columbian Quincentenary
and Multiculturalism,” seminar sponsored by
The Freedom Forum Media Studies Center and
Columbia University. Journalism Building of Co-
lumbia University, New York. information: Shir-
ley Gazsi, (212) 280-8392.

m Jan. 18— "Recording Acoustic Music with
Basic Equipment.” seminar sponsored by Jack
Straw Productions. Seattle. Information: Charles
Hamilton. ((206) 634-0919.

Jan. 20-24 _NATPE International convention.
New Orleans.

Jan. 25-29_49th annual Narional Religious
Broadcasters convention. Washington. Informa-
tion: (201) 428-5400.

Jan. 27-28—Television Bureau of Advertising re-
tait marketing board retail marketing work-
shop. Chicago Hilton and Towers, Chicago.
Information: Bob Lerew, (212) 486-1111.

Jan. 30-Feb. 2—Radio Advertising Bureau Man-
aging Sales Conference. Nashville.

FEBRUARY, 1992

Feb. 1—Deadline for entries in 1992 Best of
the Best Promotion Contest sponsored by Na-
tional Association of Broadcasters. Information:
(202) 429-5300.

Feb. 2-3—Minnesota Broadcasters Associaton
and Saciety of Broadcas: Engineers winter con-
ference. The Radisson Hotel, Minnetonka,
Minn. Information: Tascha Renken, (612) 926-
8123,

Feb. 4-5—Arizona Cable Television Association
annual meeting. Hyatt Regency, Phoenix, Ariz.
Information: (602) 955-4122,
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CLASSIFIED

See last page of Classified Section for rates. closing dates, box numbers and other details.

Marketing manager: Radio station KFAM is a
SOKW AM stereo in North Salt Lake City, Utah, and
we are looking for the right person to manage our
marketing dept. Call 801-531-0700. EOE.

Station manager needed for WCOW AM and FM.
100,000 watt FM and 5,000 watt AM daytimer in
west Wisconsin. Mutual affiliate with a Country
Westem format. Stations have strong news identi-
ty. Position requires supervision of all staff includ-
ing news and sales. Please send resume and
letter outlining experience along with salary re-
quirements to: Zel Rice, PO Box 400, Sparta, W!
54656. No phone calls. EOE.

Station manager: Northern Ohio combo is look-
ing for a station manager with a strong sales
background. You must have a successful record
and be knowledgeable in al' aspects of station
operations. Must be goal and budget minded.
Send resume 1o: President, Radio Enterprises,
Box 738, Ashtabula, OH 44004. EOCE.

GM/12+ miilion market: Ownership potential/ex-
tremely aggressive group. Need experienced GM
with proven track record. Must be aggressive,
have high energy level, wiling 1o work hard to
realize station’s potential. Desk jockeys should not
apply. Reply to Box Q-16. ECE.

Northeast group operator anticlpates immedi-
ate opening for general manager AM/FM combo.
Exceilent opportunity. All replies confidential.
Send resume to Box Q-15. EQOE.

Sales reps needed to sell sales promotions 1o
radio station managers. Above average income—
commission sales. Must have radio station man-
agement or rep firm experience, love to travel,
and know how to close. Send resume to Interna-
tional Broadcast Services, Inc. 167B Belle Forest
Circle, Nashville, TN 37221. EOE.

General manager wanted: Michigan urban-for-
matted FM/MOR-Nostalgia AM seeks a well-orga-
nized sales animal to serve as general manager of
these leading radio stations. The FM is #1 or #2
in all demos. The AM is the #1 AM in the market.
The radio station is owned by national consultant
Mike Mcvay. Send tape and resume 1o Steve
Smith, Mcvay Broadcasting, Inc., 24650 Center
Ridge Rd., Suite 148, Cleveland, OH 44145. No
calls please. Equal employment opportunity.

37 year old owner general manager/announcer/
salesman/janitor with 10,000 watt AM daytime sta-
tion on lovely coastal Georgia Resort Island
needs: Retired or soon to be retired radio broad-
caster for coach and investor. Must have owner-
ship experience, sales experience, on-air experi-
ence and vision for an opportunity. I|deal
candidate should be botiom line oriented. Person
should be wanting to play golf and tennis and
walk the beach and be willing to apprentice a
teachable trainee to successful management of
the above-described station. No guls no revenue
stream or glory. Why waste your experience...call
now. 912-638-1176. Rt. 9, Box 280E., St. Simons
Island, GA 31522, This ad will appear once. EOE.

Sales manager wanted for 50 KW FM station, top-
ranked WDAC-FM in picturesque Pennsylvania
Dutch Country, Lancaster, PA. If you have radio
street and agency sales experience, if you know
the Evangelical Christian music and teaching for-
mat, if you are motivated by commission income
and can motivate 5 salespeople who have 93
collective years' experience at WOAC, you may
apply. Send your resume to Paul Hollinger, Box
3022, Lancaster, PA 17604. EOE.

So. Maryland AM [00king for sales person. At
least 2 yrs. experience, positive attitude, desire to
be successiul. Resume and references to GSM,
PO Box 510, Leonardtown, MD 20650. ECE.

Aggressive sales manager for strong New York
state AM/FM combo. Excellent opportunity for the
right person. Resume to Box Q-27. ECE.

We're stlil not satisfied: Experienced radio ac-
count executive needed now. Sunbelt, southwest-
ern college town, four season lifestyle in the sun.
Class C, adult contemporary, format and revenue
leader has an existing account list available now
which generates approximately $32,000 + in in-
come annually, but could generate much more in
the hands of the right, experienced professional. If
you're being held back in your current radio salas
job, or if you have 2+ years of recent and suc-
cessful sales experience, and would like to live
and work in a medium/small market where the sun
shines, and where the population, retail sales and
radio revenues are actually increasing every year.
then we'd like to hear from you immediately.
KMGN is locally owned and operated by broad-
cast professionals who understand how to nurture
and reward good salespeople. Kenan Guarino,
KMGN Radio, PO Box 3421, Flagstaff, AZ 86003.
602-526-5765. EOE.

Sales reps wanted for full-power Class B FM sta-
tion in Eastern PA - Boyertown/Allentown/Philadei-
phia market. Must have proven track record in
broadcast sales, able to motivate retail advertisers
and agencies to market to Country and Southern
Gospel listeners. Send resume to Joe Hartmen,
\évgYN-FM, R#5, Box 377. Boyertown, PA 19512,
E.

Escape the snow in sunny Arizona. Small market
FM near Tucson needs sales people. 602-889-
9797. EOE.

Broadcast engineer at 30,000 watt National Pub-
lic Radio affiliate WMUB, Miami University, Oxtord,
Ohio. Reports 1o the Director of Engineering and
performs studio and transmitier maintenance to
the component level. Supervises all out-of-studio
broadcasts. FCC General Class or SBE certificate
preferred. Competitive salary with full benefit
package. Review of applications will begin No-
vember 22, 1991 and continue until position is
filled. Send resume and 3 letters of reference 1o
General Manager, WMUB, Miami University, Ox-
tord, OH 45056. Miami University is an affirmative
action/equal opportunity employer.

Assistant chief engineer: WMEE/WQHK sesks
an experienced broadcast technician ready to
move up the (adder. Will oversee technical as-
pects of significant remole broadcast capabilities
as well as assist with the entire technical facility.
The right person will have broadcast engineering
experience. An FCC license or SBE certification
are considered a plus. Resume, references and a
letter explaining why you are the right person io
Howard M. Ginsberg, Chief Engineer, WMEE/
WQHK, 2915 Maples Road, Fort Wayne, IN
46816. EOE.

Wanted: AKC newshounds! Midwest family
growing 1o 16 radio stations in Michigan, llinois,
Wisconsin, Missouri; we're hunting for purebred
newspeople, Entry level reporter, experienced an-
chors, news director candidates looking for seri-
ous news operations. Tapes & resumes: Toni Den-
ison, WTDY/WMGN, PO Box 2058, Madison, WI
53701, No calls. EOE.

Reporter/photographer, well-established weekly
newspaper, mountain resort community in Mon-
tana. Apply by Nov. 1. Jim Moore, News Montana
Inc.. PO Box 309, Red Lodge, MT 50068. EOE.

Contemporary Christlan radio, WWDJ-AM,
(NYC market) seeks qualified person to assume
programing responsibilities and host morning
show. Strong leadership skills a must. Rush tape,
resume, and cover letter describing your suitabil-
ity for the job to Edward Abels, GM, WWDJ, 167
Main St., Hackensack, NJ 07601. Absolutely no
calis. ECE.

Program manager wanted to manage Couniry
Gospel and Southern Gospel format and an-
nouncing staff in a 5 million population Pennsylva-
nia market. Send on-air tape an resume to Paul
Hollinger, WBYN-FM, Box 3022, Lancaster. PA
17604, EOE.

Program director for KBIA-FM, top-rated NPR
affiliate. Responsible for overall programing, su-
pervision and training of programing staff. Regular
weekday air shift. Must interpret Arbitron and
Birch data and make program decisions. Must
have knowledge of radio formatic basics, Classi-
cal and Jazz music. Computer experience helpful.
Salary commensurate with experience. Open untit
filled. Send resume, cover letter and Cassette air
check tape to: Personnel Services, 130 Heinkel
Bidg., Columbia, MO 65211. EQE.

P.D. Classical format: WCRB 102.5 FM is seek-
ing a program director. Proven experience in
commercial radio, radio résearch analysis and
marketing needed. FCC operator license and air
experience required; familiarity with classical mu-
sic essential. Send resume and air check to: Chris
Jones, Personnel Officer, WCRB 102.5 FM, Bos-
ton, MA 02254. Equal Opportunity employment.

My mother-In-law says | should manage a Mc-
Donald’s because they are profitable and radio is
not. But, radio is my fife and | can manage your
station profitably. Cail Charley Jones at 505-292-
6129.
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Cut expense—make money! | will consuit your
station, increase revenue and improve ratings!
Former owner—23 years—every market size-—ev-
ery format including urban. Call me, I'll give you
an incredible idea for free! John Wilson 1-800-
256-5317.

NAB says more than % of all radio stations lose
money. It you own some of them, or if you want
more profit, call Charley. Former GM in Albuquer-
que and Santa Fe — left when New Mexico Broad-
casting sold stations for big dollars. Former GM in
Sarasota and Columbia — left when Cosmos sold
stations for big doliars. Former consultant and
NSM for KGGM TV — left when station soid for big
dollars. Former editor, producer and sales person
for Ronald Reagan radio program — left when Mr.
Reagan became president. Former VP for radio at
NAB — left to retum to real broadcasting. Track
record of outstanding success plus unimpeach-
able references including U.S. Senator, FCC Gen-
eral Counsel and Chairman, NAB Presidents and
group owners. | am available now to manage your
station or your group. Challenge and life-style are
really more important than money. Call Charley for
rasume, references or interview. Charley Jones,
1620 LaCabra Ct. SE, Albugquergue, NM 505-292.
6129.

25 years experience: Last 11 general manager.
Sales, programing, upgrades. Short term assign-
ments considered. Prefer South-Midwest. John
Parker 502-247-0090.

15 year radio/advertising management execu-
tive with recent MBA degree seeks group man-
agement, GM, or administrative pasition in small/
medium market. Successful turnaround experi-
ence. Superb managment, sales and promotional
skills, capable of full P & L responsibility. Call
Doyle, 405-447-0626.

Hard working, 17 year small market vet. Show,
PBP, sales, active in community. 100% sales in-
crease in 4 years. 35 - married - 2 sons ages 10 &
8. Ready for new chalienge. Long term. For owner
or group that appreciates hard work. Prefer S.E.
Reply to Box Q-28.

Experlenced sales manager, salesman, honest,
sober, reliable. Prefer Georgia or Florida. Experi-
enced all phases. Reply Box Q-6.

Sales and/or announcer. Many years sales expe-
rience. Sunbeft preferred. Call evenings 716-266-
5277 or write: Box 67193, Rochester, NY 74617.

Top 100 markets only, looking for chief's posi-
tion. You will get high integrity routine audio and
transmitter maintenance. If | cannot do excelient
maintenance nobody can. Experienced all phases
— high power AM directional and high power FM,
plus super audio, 20 year veteran. Prefer East, will
consider all. Reply to Box Q-17.

Make money in voiceovers. Cassette course of-
fers marketing and technique for success in com-
mercials ang industrials. Money-back guarantee.
Call for info: Susan Berkley, 1-800-333-8108.

GM needed for South Central ABC affiliate. Must
have strong people skills and be familiar with ail
station operations. Resumes no calis, to: Station
Mgr, WAPT-TV, POB 10297, Jackson, MS 39289,
Equal opportunity employer.

General sales manager: Midwest Indy, mid 20
market. Must be dynamic with proven history of
sales growth. 1-800-733-2065. EOE.

Local sales manager: Fox affiliate in 28th market
seeks a "top notch” local sales manager. Minimum
requirement is two years experience as a solidly
successful lelevision LSM. Abilities must include
creativity and strong administrative skilis. Must have
ability to train and manage salespeople, inventory
and rale control, set realistic goals, increase station
share of market revenues and represent station in
the maost positive fight. Knowledge of research ma-
terials, computer applications, BAR studies and co-
opivendor programs are essential. Submit cover
leter, resume, references and any other pertinent
materials to: Mitchell Nye, General Sales Manager,
WCGV-FOX24, 5445 N. 27th Street, Milwaukee, Wi
53209. No phone calls, please. All replies will be
held strictly confidential. WCGVY-FOX24 is an ABRY
Communications station. Equal oppartunity employ-
ar.

Volunteer services manager 1o recruit and coor-
dinate volunteers to support fundraising activities.
College degree with minimum two years experi-
ence in volunteer, public relations or marketing.
Must be skilled communicator, creative planner,
capable manager, have ability to relate to persons
of all ages and backgrounds. Strong organization-
al skills, attention to detail and sensitivity to volun-
leer needs required. Send resume before Oct. 31
to: Channel 10/36 Friends, Inc., ¢/o C. Caron, 700
W. State St.. Milwaukee, WI 53233. The Channel
10/36 Friends, Inc. is an equal opportunity em-
ployer.

KGMB-TV CBS affiliate in Honolulu is looking for
a GSM. Wilt manage a department of 17 real pros.
Lee Enterprises station with excellent benefit
package. Must have at least five years TV sales
experience and one year in management pre-
ferred. We're looking for a top-notCh motivator
who can create innovative sales programs. Apply
in writing to: General Manager, KGMB, 1534 Ka-
piolani Blvd.. Honolulu, H1 96814, An equal oppoar-
tunity employer, M/F.

General sales manager: Low power station (on
cable) in large market. Experienced only send
resume: UVI, 716 N. Westwood Ave., Toledo, OH
43607. EOE.

Local sales manager: | am looking for a person
who 18 research oriented (Marshall Marketing,
B.M.P.) and people oriented. A person with good
communication and leadership skills. Send re-
sumes to: Dick McKay, General Sales Manager,
WOTV, 120 College SE. Grand Rapids, MI 49503.
EQE.

Director of promotion and creative services:
Michigan's hottest Fox affiliate needs a talented
manager to oversesa on-air promotion, sales pro-
motion, marketing, publicity and public affairs.
Must have hands-on production skilis. Resume
and tape to General Manager, WSMH-TV, 2288,
S. Ballenger Highway, Flint, M| 48503. EOE MfF.

Account executive: Large market network affili-
afe in the Carolinas is accepting applications.
Must have three or more years of television sales
experience. |deal candidate musl be bright, as-
sertive, creative, self-motivated and a team play-
er. Send resume to Box Q-29. EOE.

GSM/NSM. Florida independent seeks two ag-
gressive in-house individuals for pasition of GSM
and NSM, plus national sales reps in NY and
Atlanta. Inquire GM 904-478-8000. EOE.

HELP WANTED TECHNKAL

KTFH-TV 49 seeks maintenance engineer. Trans-
mitter experience required. Studio & computer
know a plus. Send resume to; Calvin Smith, Chief
Engineer, KTFH-TV 49, 256 N. Sam Houston
Pkway E., Suite 49, Houston, TX 77060. Fax 713-
820-4048. EOE.

WDSU-TV in New Orleans, LA is seeking an
ENG maintenance engineer. Must be a highly
qualified engineer in Beta, U-Matic, and field
equipment repair. Applicant should have 3-5
years experience and should be capable of han-
diing the pressure of our high energy news de-
partment. Send resume to Carolyn Simmons, Per-
sonnel Coordinator, WDSU-TV, 520 Royal St., New
QOrleans, LA 70130. No phone calls, please. EQE.

Maintenance englneer: Veleran, 7+ years expe-
rience in 1", ADO, GVG switchers, TBCs and other
studio equipment with FCC license or SBE certifi-
cation. Resume to: Chief Engineer, KGMB, 1534
Kapiolani Bivd, Honolulu, HI 96814, equal oppor-
tunity employer, M/F.

Assistant chief engineer: KUHT-TV the Universi-
ty of Houston, licensee of KUHT, seeks an aggres-
sive broadcast professional to assist in directing
its broadcast technical operation. The successful
applicant will have a background in broadcast
operations supervision, broadcast maintenance to
the component level, and a history of success in
the broadcast industry. Appropriate education is a
necessity: a BSEE required or equivalent experi-
ence may subslitute. To obtain a complete job
description write 1o us. Forward your rasume with
three references by 11/01/91, to: Laura Gonzales,
KUHT-TV, 4513 Cullen, Houston, TX 77004.
EQE/AA Please no phone calls.

Chief engineer: WOWT is looking for a hands-on
leader for director of operations and engineering.
Applicants must have 3-5 years experience as a
small market chief or mid-market assistant. The
candidate should be well versed in station opera-
tions and compatible with WOWT's heavy news
emphasis. Strong communications and people
skills are a must. Position has full responsibility for
administering depanment’s operating and sta-
tion's capital budget. Candidate must be comput-
er literate and comfortable with a high level of
station automation including newsroom computer,
robotics, master control systems, and an automat-
ed G-Line transmitter. Engineering degree pre-
ferred. Send resumes to: D R. Oswald, Vice Presi-
dent General Manager, WOWT 3501 Farnam
Street. Omaha, NE 68131 or fax to 402-346-9249.
WOWT is an equal opportunity employer.

Television maintenance engineer: Acts as sec-
ond-in-command of engineering department. Su-
pervise maintenance and master contro! engi-
neers, maintain VHF transmitter in accordance
with FCC rules, and perform maintenance duties
as required. At leasl three years experience in the
supervision of maintenance engineers at a com-
mercial network affiliate TV station and at least
three years of hands-on experience maintaining
VHF transmitters. A current FCC radio-telephone
license is required and SBE centification is pre-
ferred. Send resume - no phone calls - to David
Brant, Chief Engineer, WSAV-TV, PO Box 2429,
Savannah, GA 31402, EOE.

WRDW-TV has Immediate opening for assistant
to chief engineer. Applicants must be able to re-
pair analog, digital and RF circuits to component
level and have prior broadcast television experi-
ence. FCC general license or SBE certification
desired. Transmitter experience a must. Send re-
sume to Judith Tredore, Personnel Director,
WRDW-TV, Drawer 1212, Augusta, GA 30913-
1212, EEQ.

Anchor: Must be an experienced, solid television
journalist, willing to make a long term commitment
with a Southern medium market. Must possess
leadership skills, be community involved and be
able to perform with a fast paced co-anchor for-
mat. Send resume and salary requirements to:
Box Q-21. EOCE.
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Field producer: Opponunity available for a cre-
ative, malture individual. Good journalism back-
ground a must. On camera experience required
with a minimum of 3 years hands-on experience in
news or magazine style stories. One of the country’s
top Christian television programs offers an excellent
salary and benefits package. Send 1/2 inch reel
and resume to: Personnel Director, PO Box 813093,
Dallas, TX 75381-9009. EOE.

Entry jevel reporter: Send non-returnable tape
and resume to WOWL-TV, 840 Cypress Mill Road.
Florence, AL 35630. No phone calls please. EOE.

Media relations: Program publicist for highly rat-
ed interview talk/news show. Minimum 2-3 years
media relations experience, preferably in-house.
Must have good media contacts, strong writing
skills and solid news judgement. Must be able to
\évgré( well under pressure. Reply to Box Q-19.

Jack or Jilt of all ENG trades: WCIX, the CBS O-
and-O in Miami, is looking for a photographer/edi-
tor/live truck operator, even someone who can
occasionally reporn. Applicant should have two
years of extensive ENG background in commer-
cial TV news. We're Beta SP-equipped and run
seven live trucks. Tapes and resumes {no calls) 10
Tom Zack., News Operations manager, WCIX-TV,
8900 NW 18th Terrace, Miami, FL 33172, ECE.

Chief photographer: New 24-hr. news channel
for Washington DC metro area seeks a top notch
photojournalist to lead our team of field photogs.
Some management experience preferred but a
strong photojournalist with leadership poteniial
will fit the bill. Send tape and resume only. No
phone calls, please. EOE M/F. Attn: News Direc-
tor, NEWSCHANNEL 8, 7600D Boston Bivd.,
Springfield. VA 22153,

WNWO-TV is seeking a weathercaster/reporter.
Meteorology degree, certification, experience with
Trinton-X computer and On-air experience pre-
ferred. Prepare and present weather for early news-
cast. Report during day or evening. Send resume
and tape to: Operations Manager, WNWO-TV, 300
South Byme Road. Toledo, OH 43615. No phone
calis. Deadline; October 25, 1991. WNWO-TV is an
equat opportunity employer.

NELP WANTED PROGRAMING
PRODUCTION & OTHERS

Producer/videographer: Write, shoot, edit, post-
produce commercials/promotions. Able t0 edit
3/4” and 1" videotape. Send resume and non-
returnable tape to: Jerry LaVine, Production Man-
ager, KTVA, 1007 W. 32nd Ave., Anchorage, AK
99503. EOE. No phone calls please.

Videographer: If you have a terrific reel of com-
mercials, TV promos and/or programing and want
to work with a fop notch Creative team in the sunny
southwest, this is the job for you. You must have at
least 3 yrs. exp. which includes directing and
working with talent, excellent lighting skilis and the
ability 10 add to creative. Any film exp. a big plus.
Ptease send reel and resume to Creative Services
Manager, KTVK-TV, 3435 N. 16th Street, Phoenix,
AZ 85016. Reels will not be returned. ECE.

Computer editor: Major market, Northeast pro-
duction facility seeking a Creative and talented
computer editor. Position requires 3 to 5 years
experience with state-of-the-ant equipment, pre-
ferrably ADO and D2. M/F, EOE. Send resume
and salary requirements to Box Q-22,

Promotion wizard wanted: #1 Northeast CBS
affiliate looking for a creative service director who
can make "magic”. Must have solid news promo-
tion experience. Background in marketing helpful.
Be creative. Send tape, resume and salary re-
quirements to David M. Tinsch, Dir. of Programing
and Marketing, WTVHS, 980 James St., Syr. NY
13203. No phone calls. EOE.

Program manager: Houston Public Television,
KUHT, Channel 8 is searching for a qualified pro-
gram manager. The person selected for this post
will possess excellent people skills, be committed
10 serving viewers, have a keen eye for quality
programing and possess Strong management
skills. The KUHT program manager is a depan-
mental manager responsible for day to day man-
agement of the Channel 8 programing depart-
ment. Quties include acquisition and scheduling
of programs and series: supervision of all broad-
cast traffic operations, coordination of the on-air
promotion of broadcast programing, supervision
of station shipping and receiving activities, and
maintenance of the public file. The successful
applicant for this position will possess the follow-
ing minimum qualifications: A Bachelors degree in
Commuriications or related field, five years expeéri-
ence in television programing or production or a
combination of those activities, three years of su-
pervisory €xperience, a thorough knowledge of
FCC rules and regulations and excellent written
communications skills. In addition to these re-
quirements, preference will be given to candi-
dates who demonstrate: significant program man-
agement experience, knowledge of PBS
programing practices and policies: a thorough
knowledge of accepted broadcast research prac-
tices and tools, and strong administrative skills.
This is a full-time position with a good benefits
package which will be available November 1,
1991. Minimum starting salary $38,000. Interested
candidates should send a letter of application
inCluding resume and a list of five professional
references to: Ms. Laura Gonzales, Houston Pub-
lic Telvision, 4513 Culten Boulevard. Houston, TX
77004 postmarked by October 25, 1991. Minor-
ities and women are encouraged to apply. The
University of Houston is an equal opportunity em-
ployer. Please no phone calls.

Sr. TV director/videographer/editor: The Nation-
al Technical Institute for the Deaf at RIT seeks a
person who demonstrates Creative skills in broad-
cast videography, directing “film style” and multi-
ple camera remotes. location and studio audio,
and editing. BA/BS in TV production and 4 years
professional experience or AAS with 6 years ex-
perience. Send resume by 10/31/31 to: Geri Cur-
win, Personnel Office, Position # 0331, Rochester
Institute of Technology, PO Box 9887. Rochester,
NY 14623-0887. AAE/EEO employer.

Promotion coordinator: WMDT TV Salisbury, MD
Seeks promotion coordinator who can write, edit
on 3/4” VTR, and heip manage multi-media cam-
paign. Must be well-organized and Creative. Re-
sume, lape and salary requirements to Frank Pil-
grim, WMDT TV, PO Box 4009. Salisbury. MD
21801. MFF EOE.

Producer/director: Seeking an experienced pro-
ducer/director with heavy emphasis on news; pos-
sessing a production flair for entertainment and
public affairs programing. Must be able to do own
switching and be familiar with all phases of editing
and control roomvstudio operations. Forward a
complete resume (no calls) and salary require-
ments to Charles R. Bradley, Dir. ol Programing
and Operations, WPVI-TV, 4100 City Avenue,
Suite 400, Philadelphia, PA 18131, ECE.

KRMA-TV Executive producer: Serve as pro-
duction administrator and Creative director for fed-
erally funded project. Reports to station manager
and supervises production unit comprised of pro-
ducer, videographer, writer/researcher, editor and
production secretary in the production of 7 half
hour programs addressing the America 2000 edu-
cation initiatives. Works closely with educational
advisors from inception through completion. Re-
quires extensive television production experience
as executive producer including national credits
and an understanding of education issues. Project
term; January 1992--September 1992, Salary in-
cluding allowance for benefits for the period
$42,595. Submit cover letter, resume and three
professional references to Mrs. Emst, KRMA-TV,
1261 Glenarm Place, Denver, CO 80204 no later
than November 11, 1991. No tapes please. Please
reference Job No. 109 in cover letter. EOE/AA,

Writer/producer/director: WKYU-TV, the public
television service of Western Kentucky University.
invites applications for the position of writer/pro-
ducer/director. Responsibilities include: writing,
producing. directing and editing instructional and
educational television programs, as weil as serv-
ing as a producer for WKU sports. Superior writing
and video production skilfs, along with CMX edit-
ing ability is preferred. Good Organizational and
interparsonal skills are also preferred. Interested
applicants should mail letter of application and
resumé by October 25, 1991 to Department of
Personnel Services, Wetherby Administration
Building, Westem Kentucky University, 1526 Rus-
sellville Road, Bowling Green, KY 42101-3576. An
equal opportunity employer.

Assistant art director 10 help iead top TV graph-
ics depanment. WABC-TV New York seeks a
highly skilled, hands-on design manager. Major
market experience and strong management skills
needed. News and promotion experience neces-
sary for a high pressure environment. Experience
with state-of-the-art computer design and produc-
tion equipment a must. Send resume and reel to:
Ant Director, WABC-TV, 7 Lincoln Square, NY, NY
10023. No phone calls please. We are an equal
opportunity employer.

Producer: Serve as day-lo-day coordinator pro-
viding creative input for federally funded project.
Reports to unit executive producer. Supervises
videographer and editor in the production of 7 half
hour programs addressing the America 2000 edu-
cation initiatives. Works closely with writer/re-
searcher, and educational advisors from inception
through completion. Requires extensive television
production experience as a preducer inCluding
national credits and a demonstrated ability to
manage field production and post production. Un-
derstanding of education issues a pius. Project
term; January 1992-September 1992, Salary in-
cluding allowance for benefits for the period
$35,459. Submit cover letter. resume and three
professional references 10 Mrs. Emst. KRMA-TV,
1261 Glenarm Place, Denver, CO 80204 no later
than November 11, 1991, (Please reference Job
No. 123-2 in cover letter) EOE/AA.

Writer/researcher: Working with content consul-
tants from education, serve as researcher/script
writer for telavision component of a federally fund-
ed project. Reports to unit executive producer in
the production of 7 half hour programs address-
ing the America 2000 education initiatives. Re-
quires experience in researching and writing tele-
vision programs with national impact and the
ability to work with content consultants. Under-
standing of education issues a plus. Project term:
December 1991-August 1992. Salary including al-
lowance for benefits for the period $37,500. Sub-
mit Cover letter, resume and three professional
references to Mrs. Ernst, KRMA-TV, 1261 Glenarm
Place. Denver, CO 80204, no later than November
11, 1991. EOE/AA.

Director of station operations. | have a wealth of

experience in TV station management. New start-

ups. unions, technical operations, small market,

Ica}rge market. Can | help you? Please reply to Box
31.

SITUATIONS WANTED TECHMICAL

25 years broadcast engineering. 14 years as
hands-on television chiel engineer & diractor of
engineering. Experienced with complete, full ser-
vice news operations including live trucks, vehi-
cles and all associated ENG & microwave equip-
ment. Please reply o Box Q-23.

Highly motivated and qualified with 20 pius
years experience in TV engineering both small and
large markets. Experienced with new construction,
union negotiations and contracts, all aspects of sta-
tion operations. Piease reply to Box Q-30.
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Doctoral assistantships. The University of Ten-

Excollent, experienced sportscaster I0oking for a
fine station in which to work, also knowledgeabie
newsperson. 216-929-0131.

Waeathercaster, 25 yrs broadcasting exprience.
Same 6 and 10 in Tornado Alley past 9 yrs. Cool
as ice under pressure, everybody’s favorte Uncle
when skies are blue. 600 (correct) live shots since
82. Best small market cast in the state several
times. I'm thinking upper 30's and west of the
Mississippi. Ken 417-624-1909.

Vietnam: Southeast Asia. Amencan cameraman
based in Bangkok available for TV-news assign-
ment. BVW-300 camera. Call or fax. John Basko
66-2-254-8901.

Have talent, will travel. Skilled sports anchor/re-
porter/producer searching for the right opporuni-
ty. For tape and resume contact Brent Byrnes
206-479-7250.

SITUATIONS WANTED
PERSONALITY/TALENT

Versatile minority entertainment anchor-report-
er/news anchor-reporter with 3 years of experi-
ence with “THE" entertainment news show and
cable looks 10 jump start slafled career. I'm just
looking to work with the best. Reply to Box P-41,

Emmy winner 4 times: Will bring new look, good
numbers to your late night. Original, sophisticat-
ed, surreal (ala Kovacs) visual style and personal-
ity. For tape/resume please confact: Box Q-24.

Job hunting? Enlrust your career with a full-ser-
vice company---instead of those “phone-service
vagabonds."” We offer employment listings nation-
wide with no blind boxes; FREE referral with no
placement fees; writlen demo tape evaluations
with salary assessments, and much more! Media
Marketing/THE HOT SHEET, PO Box 1476--PD,
Palm Harbor, FL 34682-1476. 813-786-3603.

Primo people seeks general assignment repor-
ers with some anchoring experience. Call Steve
Porricelli or Fred Landau at 203-637-3653, or
send resume and 3/4” tape to Box 116, Old
Greenwich, CT 06870-0116.

e S R—
ALLIED FIELDS

Graduate feillowships. Experienced radio profes-
sionals wanid to serve as Flanagan Fellows while
studying for M.A. or Ph.D. in Mass Communica-
tion. Stipend plus fee waiver. Start Fall 1992, Re-
sponsible position with WRUF-AM/FM commercial
stations while obtaining advanced education.
Graduate Record Examination and a 3.0 under-
graduate grade point average are required. Con-
tact Mr. James Geason, DireCtor, WRUF-AM/FM,
College of Journalism and Communications, Uni-
versity of Florida, Gainesville, FL 32611-2084,
AA/EQE.

Graduate assistantships: Produce your own TV
shows in NYC 12 positions, 20 hours/week. Serve
as leaching assistants, crew; work support in re-
search, electronic graphics, traffic, staging/light-
ing; work ITV, contract, and air productions. Re-
quires BA and acceptance into Master of Fine Ars
program which concentrates on TV production.
$6,600+. September 1992. Dr. Robert C. Wil-
liams, Chairman, Depariment of TV/Radio, Brook-
lyn College, Brooklyn, NY 11210. An AA/EO em-
ployer M/F.

r seeks outstanding candidates for doctoral
study. Coursework emphasizes communication
theory and research with broadcasting and adver-
tising concentration. M.S. degree helpful. GRE
required. Program requires 2-3 yearS in
coursework, depending on educational back-
ground, plus dissertation. Teaching/research as-
sistantships possible. Application for fall 1992 due
March 1. Also, calendar-year M.S. program in me-
dia management. Contact Dr. H. H. Howard,
Communications, University of Tennessee, Knox-
ville, TN 37996-0347.

Director, Division of Communication. Bradiey
University seeks chairperson for Division of Com-
munication. Division has 23 full-time faculty, serv-
ing approximately 650 undergraduate students in
news, public relations-advertising, radio-video-
photo, and speech. Thi doclorate and profession-
al experience in a communication field and aca-
demic administration as well as a strong record of
achievement in teaching and scholarship are re-
quired. Appointment at the associate professor or
professor level. Division seeks a Director with
proven ability 1o be an effective liaison 10 the
external community. The Successful candidate
will help design, and develop funding for, a new
Divisional facilily. Director also teaches two
courses per semester (half-time equivalent). Rank
and salary are dependent upon qualifications and
experience. Peoria’s population is 113,000 the
metroplex is 300,000. The four television and 14
radio stations, three cable Systems, numerous ad-
vertising agencies and several daily and weekly
newspapers in Peoria afford the division excellent,
long-established internship opportunities. Bradley
is an independent, non-sectarian, comprehensive
institution offering undergraduate and graduate
programs in many disciplines for 6,000 students.
To assure full consideralion, applications with
cover letter, vita, and at least three recent letters
of reference (within 2 years) should be received
by December 2, 1991. Screening will continue
until the position is filled. Forward materials t0:
Chair, Director of Communication Search Commit-
tee, 206 Hartmann Center, Bradley University, Pe-
oria, IL 61625, 309-677-2378. Bradley University
is an equal opportunity, affirmative action employ-
er.

The Ohio State School of Joumalism invites ap-
plications for the distinguished Kiplinger Midcar-
eer Program in Public Affairs Reporting for 1992-
93. The program leads to a Master's degree.
Fellows appointed receive full tuition plus a living
stipend 1o spend one calender year on campus.
Course work includes seminars in Joumalism and
a wide selection in the Liberal Ars. A reporting trip
o Washington is inciuded. Applicants must have
a Bachelor's degree and three or more years full-
time experience in public affairs reporting. Minor-
ity and third world candidates are encouraged to
apply. Application deadiine is Feb. 1, 1992; priori-
ty is given 1o those who apply by Dec. 31. Classes
begin in September. For applications. write or
phone: Kiplinger Program. School of Journalism,
0.5.U,, 242 W. 18th Ave., Columbus. OH 43210.
614-292-9087 or 292-2607. EOE.

KANU Radio at the University of Kansas seeks a
Classical music announcer/producer to host week-
day Classical programing and produce weekly con-
cert series. Bachelor's degree plus previous experi-
ence programing/announcing Classical music. pius
production experience. Salary competitive, with
generous benefits, For complete position descrip-
tion, or to apply, send resume and classical air-
check and production sample, plus three profes-
sional references to: Rachel Hunter, Assistant
Program Director, KANU-FM, Broadcasting Hall,
The University of Kansas, Lawrence, KS 66045.
Applications not accompanied by an audition tape
will not be considered. Deadline for applications:
Novermber 1, 1991. EO/AA empioyer.

HELP WANTED TECHNICGAL

Broadcast engineer positions, Bradley Univer-
sity. Senior engineer and engineer positions avail-
able in the Center for Learning Resources at Brad-
ley University. Both positions are responsible for
system design and installation, staff & production
training. and electronic maintenance of on-cam-
pus production facilities. BSEE or equivalent is
preferred with a minimum of an Associates in ET
required. Candidates must possess three years of
component level video/electronics maintenance
experience. Pravious maintenance experience on
radio, TV, computer hardware and software, su-
pervisory experience, and the ability to work inde-
pendently are preferred. Applicants must furnish a
resume and four professional references by No-
vember 15, 1991 to: Engineer Search Committee,
Bradley Hall 106, Bradley University, Peoria, IL
61625. FAX: 309-677-3092. Bradiey University is
an Affirmative Action/Equal Opportunity Employer.

Government jobs $16,040-559,230/yr. Now hir-
ing. Call 1-805-962-8000 Ext. R-7833 for current
federal list.

Looking for a position in radio or television? f |
can't find you the position you're looking for, no-
body else can! Only $250.00 for 1 year job
search. Free nformation. Bill Elliott, Consuflant/
Headhunter, 6709 Ridge Road, Suite 300-B, Port
Richey, FL 34668.

On camera coaching: Sharpen TV reporting and
anchoring/teleprompter  skills. Produce quality
demo 1apes. Criliquing. Private lessons with for-
mer ABC News correspondent. Anchor Work-
shop-Nov 2, 914-937-1719. Julie Eckhen. Eckhen
Special Productions.

WANTED TO BUY EQUIPMENT

Wanted: 250, 500, 1.000 and 5,000 watt AM-FM
transmitters. Guaraniee Radio Supply Corp., 1314
Inturbide Street. Laredo. TX 78040. 1-800-637-
8490.

Used 1" or VHS videotape. Locking for large
quantities. Will pay shipping. Call Carpel Video,
301-694-3500.

Top dollar for your used AM or FM transmitter,
Call now. Transcom Corp., 800-441-8454.

Major exporter paying top dolfar for vacuum tube
amplifiers, monitors, mics, etc. Westem Electric,
Marantz, Mcintosh, R.C.A., Tannoy, etc. Will pay
shipping. Tell your friends. Call 908-249-3738.

Budapest office, Reai townhean. Phone. Easy
roof/satellite. 765 sq-ft. 3 1/2 room, plus. Offers
CRC. 2,700 G-marks months. Kyreinsir. 8, 8-Mu-
nich 70, Germany

BE-FM30, 1981. Factory rebuilt, retuned, warran-
teed, w/FX-30. Transcom B800-441-8454.

AM transmitters: Continental/Harris 1KW, CCA
2.5KW, MCM/CCA/Harris 5SKW, Harris/RCA 10KW,
Harris/CCA 50KW. Transcom 800-441-8454.
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FM transmitters: Collins/RCA 20KW, BE/Col-
lins/RCA 10KW, CCA 2.5KW. Harris 1 KW. Trans-
com 800-441-8454.

AM and FM transmitter, used. excelient condi-
tion. Guaranteed. Financing available. Transcom.
215-884-0888. FAX 215-884-0738.

FM antennas. CP antennas, excellent price, quick
delivery from recognized leader in antenna de-
sign. Jampro Antennas, Inc. 916-383-1177.

TV antennas. Custom design 6G0KW peak input
power. Quick delivery. Excellent coverage. Rec-
ognized in design and manufacturing. Horizontal,
eiliptical and circular polarized Jampro Antennas,
Inc. 916-383-1177.

Blank tape, half price! Perfect for editing, dub-
bing or studio recording, commercials, resumes,
student projects, training, copying, elc. Elcon
evaluated 3/4” videccassettes guaranteed broad-
cast quality. Call for our new catalog. To order,
call Carpel Video Inc., toll free, 800-238-4300.

Broadcast Equipment (used): AM/FM transmit-
ters RPU's, STL's antennas, consoles, processing,
turntables, autornation, lape equipment, monitors,
etc. Continental Communications, 3227 Magnolia,
St. Louis, MO 63118, 314-664-4497, FAX 314-664-
9427,

Lease purchase option. Need eguipment for
your radio, television or cable operation? NO
down payment. NO financials up to $70,000. Car-
penter & Associates, Inc. Voice: 504-764-6610.
Fax: 504-764-7170.

1000' tower. Standing in Albion, Nebraska. Heavy
Kiine tower includes 6-1/8" coax. Purchase in
place with land and building, or move anywhere.
Call Bill Kitchen, 303-786-8111.

UHF TV transmitters 2 avail. 30KW, 110KW. Low
band 4 good Klystrons jow price. Bill Kitchen,
Sunbelt Media. 303-786-8111.

Equipment financing: New or used. 36-60
months, no down payment, no financials required
under $35000. Refinance existing equipment
Mark Wilson, Exchange National Funding. 1-800-
275-0185.

VHF high band transmitter — Two Larcan
TTC30LH 30KW transmitters used six years in
mair/alternate service. Solid state IPA, stereo ca-
pable, spare parts. Contact Clyde Miller, KERA-
TV, Dallas, 214-740-9240.

Used/new TV transmitters, full power-LPTV, an-
tennas, cable, connectors, STL's, etc. Save thou-
sands. Broadcasting Systems 602-582-6550.

Used towers. Dismantled. Sell-supporting and
guyed. 502-826-8700. Nationwide Tower Compa-
ny.

Wanted: Ampex Vista swilcher and/or ADO 1000
or 2000. Must be in excellent condition. Call Mr.
Scott at 804-253-0050.

For sale: Lipsner-Smith model CF-2 ultrasonic
film cleaner with custom cabinet AND 3000 foot
reel capacity. Call Ron Jackson. ABC-TV, Los An-
geles 213-557-4201.

Complete video system: One inch format for stu-
dio, location and post. Includes three BVH-
1100A's, BVE-5000, ADO-2000. Ampex 4100,
Chyron Scribe, two lkegami HL-79D's, elc., etc.
Selling as working control room package, working
studioflocation package or entire system at under
30% invested. Call for brochure. 804-622-2111.

Sony accessories. BKH2150-84,250.00.
BKH2013-§3,000.00, BKH2012-81,500.00.
BKH2011-$750.00, BKM2050, setup board for
BVM monitors $450.00, BYM 2010 Pal Monitors-
$3,000.00. PCM 1610-$900.00, PCM100-8500.00,
CCU300-$750.00 Call Video Liquidators-407-826-
4143.

Listec teleprompters-$950.00. Grass Valley
8465-$700.00, TKA7B  cameras-$3,500.00,
HT1000 (BVH1100 het boarc) $300.00, BE cart
machines-$250.00. Viceotek demods-$200.00. El-
con Evaluater-offer. Datatec Audio & Video DAs-
$125.00. Call Video Liquidators-407-826-4143.

Sony BVH 1100 W/TBC-$9,500.00. Call Video Lia-
uidators-407-826-4143.

New Sony Betacam tape stock. 5 & 10 minute
lengths. Grass Valley 3230-offer, 100 meter cable
for Betacam-$350.00, $5.00 each, case or by the
piece. New Sony digital ATR tape stock. Case
quantities at $250.00 each, BVH2000 remote con-
trol panels and TBC remote controls-$350.00. Call
Video Liquidators-407-826-4143.

UHF transmitter, high band, cabinets 2 K3278H
EEB Klystron & circuits. Call Comark 413-569-
0116.

RADIO
Situations Wanted Management

DENNIS R. ISRAEL

25 year broadcast veteran

«13 years group Pres. & CEQ

e Major Mkt. G.M.

eNumerous consuiting assignments
(govt. and private)

Available for interim management,
;?rk-outs, receiverships, sales/ trans-
S.

Excellent credentials. Your contfidenti-
ality respected. Reasonable rates.
Available for extended periods of time.

Phone 305-861-3814

Sitvations Wanted Announcers

MARK
WAINWRIGHT

* 19 years experience as morning and after-
noon drive personality

* Interviews, humor, phones and community
involvement

* Versatile performer, excellent production
skills

* Great fit for newsftalk, full-service. or per-
sonality adult formats

(914) 949-8596

Sitvations Wanted Programing
Promotion & Others

ST. LOUIS, INDIANAPOLIS, ORLANDO:
| HAVE A GREAT JOB! WITH MY BOSSES
BLESSINGS. I'D LIKE TO MOVE. I'M A RAT-
INGS DOMINATE. 10 YEAR PRO. WITH
STRONG BACKGROUNDS IN PRODUCTION/
PROGRAMING ADMINISTRATION, LOOKING
FOR THE OPPORTUNITY.

REPLY TO BOX Q-14.

TELEVISION
Help Wanted Programing
Promotion & Others

MANAGER
PROGRAM PRODUCTION

THE OPPORTUNITY: Channels 10/36, top
30 PBS affiliate, is seeking a committed
individual to coordinate the planning and
implementation of local, regional. and na-
tional television productions, 10 determine-
personnel requirements, review proposals
for future production and oversee budget
and activities of production staff.

THE SUCCESSFUL APPLICANTS: Indi-
viduals must have a Bachelor's degree in
Broadcasting, Television, Communica-
tions, or related field: and five (5) years of
occupational experience in telewision pro-
duction, two (2) of which must have been
at a supervisory capacity. or any equiva-
lent combination of experience and train-
ing which provides the necessary know-
ledge. skills and abilities.

THE PROCESS: Call 414-225-1800 for an
application and complete job description.
The deadline is Friday, Novernber 15,
1991. Please indicate on the application
the source of your referral for this position.
Resumes and letters of application will not
be accepted in lieu of a completed appli-

cation.
MATC

MATC is an

PP y Employ

DIRECTOR

E! Entertainment Television, a young
aggressive cable network, is looking
for a Director who will be responsible
for directing studio-based live 10 tape
programing and participate in all
phases of pre-production in the con-
trol room including studio set-up.

Background must include a minimum
of 5 years experience directing 3-
camera studio production including
live news or similar programing as
well as experience in blocking studio
shots and working with producers. Ex-
cellent interpersonal and communica-
tion skills required.

Please submit resume and salary his-
tory to:

E! Entertainment Television
5670 Wilshire Bivd.

Los Angeles, CA 90036
Attention: DL

EOE No phone calls please .

e
HaiTs

i

We’ll give you all the credit

FAX (202) 293-FAST

Or mail to: Classlified Dept., 1705 DeSales street, NW, Washington, DC 20036
Deadline is Monday at noon EST for the foliowing Monday's issue

.,
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Help Wanted Programing
Promotion & Others Continved

MARKETING & RESEARCH
MANAGER

WKYC-TV, A MULTIMEDIA STATION LOCAT-
ED IN CLEVELAND, OHIO IS SEEKING A
MARKETING & RESEARCH MANAGER.

RESPONSIBILITIES INCLUDE PREPARATION
OF BOTH WRITTEN AND VIDEO SALES PRE-
SENTATIONS, ADMINISTRATION OF BIRCH
SCARBOROUGH RESEARCH, PROGRAMING
RESEARCH DATA, TREND REPORTS, ETC.
MUST HAVE GOOD WORKING KNOWLEDGE
OF RATING BOOKS AND BROADCAST
SALES. MUST BE COMPUTER LITERATE.

ONLY RESUMES WITH SALARY HISTORY AND
REQUIREMENTS WILL BE CONSIDERED.
QUALIFIED CANDIDATES SHOULD SEND RE-
SUME TO:

WKYC-TV, DEPT. MRM, 1403 E. 6th
STREET, CLEVELAND, OHIO 44114,
FAX (216) 344-3477, WKYC-TV IS AN
EQUAL OPPORTUNITY EMPLOYER.

$ASMULTIMEDIA

Employment Services Continved

i California Broacdcast Job Bank I
i For application information call I

(916) 444-2237 |
I california Broadcasters Association i

| 729 23214729 %4 al

JUDN TEUINE.

Press: (] Radio jobs, updated daily
2 Television jobs, updated dally
[ Hear "“1alking resumes”

|4 Torecord "talking resumes’ and
employers to record job openings
|5 weskly memo to improve your job

search technique
1-900-726-JOBS
5199 par min ‘5 62 1’

Consultants

Help Wanted Instruction Continved

Sitvations Wanted Management
COMMITMENT!

Manage the property plus invest, if needed,
up to 100K for equity participation. TV or ra-
dio. GM with major credentials and 22-year
track. Anxious 1o move to nex!t plateau. Chem-
istry and opportunity will decide. Rush delails.
Quick decision. Confidential.

Reply Box Q-32

SUCCESSFUL VENDOR
SUPPORT!
AFFORDABLE and EFFECTIVE
SMALL MARKET - LARGE MARKET
COMPLETE TRAINING - DEVELOPMENT
RADIO - TV REFERENCES

Don Hurt & Assoclates

THE UNIVERSITY OF
SOUTH CAROLINA

The College of Journalism and Mass
Communications at USC is seeking a
tenure-track assistant or associate pro-
fessor to teach in all areas of radio and
television production, programing, and
news, effective August 17, 1992, depen-
dent upon availability of funds. PhD with
strang research interests and profes-
sional radio/television experience pre-
ferred; applicants with master's degrees
and extensive radio/television experi-
ence will be considered. Women and
minorities are especially encouraged to
apply. Salary competitive. Send applica-
tion letter, detailed resume, and names
of three references BY DECEMBER 1,
1991, to:

Dr. Henry T. Price, Search Committee
Chair, College of Journalism and
Mass Communications,
University of South Carolina,
Columbia, SC 29208.

An Equal Opportunity/Affirmative Action employer.

Help Wanted Sales

407-679-8718

ALLIED FIELDS
Help Wanted Instruction

Programing Services

NOW, FOR THE FIRST TIME IN AMERICA:
CUSTOM TV WEATHERCASTS VIA SATELLITE!
NATIONAL WEATHER NETWORKS/JACKSON TELEPORT
NOW OFFERS WEATHERCASTS TO LOCAL Tv STATIONS

VIA Ku BAND SATELLITE. NWN DELIVERS!
SMALL CASH OUTLAY/THEN BARTER!

AMS QUALITY. RELIABLE METEOROLOGISTS AND VERY
AFFORDABLE. . LOCALIZED THE WAY YOU WANT IT.
IDEAL FOR WEEKEND OR EARLY A.M.

CALL EDWARD ST. PE’ (601)352-6673

Employment Services

TV'S JOB LISTING LEADER

As littte as a TOTAL OF $6 PER WEEK 1aps you into
Medaline's unparatieled TV job isting service

NO OUTRAGEOQUS PER MINUTE CHARGES
NO STALE, OUTDATED LISTINGS

JUST 60-75 NEW. CONFIRMED
TV LISTINGS PER WEEK

TV'S JOB LISTING LEADER SINCE 1986

To inslwazrde: call 900-237-B0

DIRECTOR OF
TELECOMMUNICATIONS
INDIANA UNIVERSITY,
INDIANAPOLIS

Associate Professor and Director of Telecom-
munications, beginning Fall Semester, 1992,
to teach courses and direct program which
concentrates on media production, theory,
and practice, especially as it relates to non-
broadcast, corporate and professional tele-
communications. Background of excellence in
teaching and refereed research in form of
publication and/or creative work. Candidale
must be qualified to be awarded tenure upon
appointment. Ph.D. required.

Will assuma leadership in developing and im-
plementing a graduate program in an expand-
ing area of the Depariment. Salary competi-
tive. By December &, 1891, submit letters,
resumes, along with names, addresses, and
phone numbers of at least six persons who
can provide detailed information about qualifi-
cations to:

Dr. James R. East, Chair
Telecommunications Search
and Screen Commitiee
Cavanaugh Hall 403
Indiana University
Indianapolis, IN 46202-3120

Indiana University is an Affirmative
| Action/Equal Opportunity Employer.
i Minorities and women are
encouraged to apply.

SALES REPRESENTATIVE

Broadcasting Magazine is seeking a
New York based sales representative.
A minimum of 2-3 years outside sales
experience is required. Candidate
must be able to travel into geographic
sales teritory. Position includes sell-
ing to numerous adverising catego-
ries including Television Syndicators,
Media Brokers, Cable Television Net-
works, etc.

Broadcasting, recently purchased by
Cahners Publishing Company, offers
a comprehensive benefits package in
addition to a competitive salary for this
position.

Please forward your resume to:

Joan Milier
Broadcasting
630 Third Avenue
N:ow York, N.Y. 10017

ne calls, se.
OE - M/F/

We need you.
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Legal Services

NEED AN FCC
DOCUMENT FAST?

Call

BROADCAST MEDIA LEGAL SERVICES™
« & Allen

1-800-433-2636

i wrvice of Mo

FLAT FEEL AND PARALEGAL SERYICES
ME-VISA-AMEX Accr

Real Estate

For Sale Stations Continved

| MEDIA BROKERS * APPRAISERS A

RADIO » TV s LPTV F’ ¥
A Confidential & Personal Service
D
i

*"SHERWOOD
m

4171 Dundes Rd., Sum 269. Northbroow, IL (L
708-272.4970 ’;.\_..,/'

e,

FOR SALE:
CLASS A FM - CLASS Iv AM COMBO.
FULLY EQUIPPED WITH DUAL SMC
AUTOMATION. BILLING AND TRAFFIC
ON COMPUTER. 20,000 MIDWEST WITH
UNIVERSITY. $185,000 WITH VERY FA-
VORABLE TERMS. OPEN TO NEGOTIA-
TION, 417-451-1420

Unique Opportunity
To Relocate
Your Company to

221 WEST 57 ST

Home of the
Hard Rock Cafe

FULL FLOORS

3900—4350-—8800 SF
Many oparable windows
NotvSouth/East axposure
Tenant controlied AC
Ovwect Con-Ed
24nriTday access
Anended loboy
Larry Elbaum

212-685-6200
WALTER & SAMUELS INC.

James Gladstone

S. FLAFULL CFM

Booming Market
For Sale by Owners

Reply Box N-50

For Sale Stations

FLORIDA

TREASURE COAST AM
FOR SALE
BY OWNERS
Bob Gordon
407-340-1590

TOP 100 MARKET AM-FM

Mid-Atlantic Area
Class A FM, C-3 CP Pending
Highly rated urban AM 24 hours
License/Equipment/Leases
For Sale By Owner

(804) 977-4181, 9-5 EDT.

Class C2 FM
South West Alabama
Terms to qualified principals

Jack Carpenter
504-764-6610

CHAPTER 11
BANKRUPTCY SALE

Dominant AM/FM in Hanover/Lebanon, N.H._,
must be sold. AM 1kw, FM 3kw (6kw grant). All
equipment post-1986. AM tower suite 4.2%
acres, Per notice of sale, sealed bids must be
submitted to attorney for debtor at 3:00 p.m.
10/31/91; top 3 sealed bids will compete in auc-
tion November 1, at 9:00 a.m. Other terms and
conditions apply 10 sale which are available on
request. All bids require certified deposit of
$50,000 which will be returned 10 non-accepted
bidders. For further information on stations con-
tact Mr. Ciark at 603-448-1400. Information on
terms of sale contact Bertrand Zalinsky, attomey
for debtor, Scotch and Zalinsky, 1650 Eim
Street, Manchester, NH 03104,

GREAT POTENTIAL
HIGH RATINGS

Class A FM on the shores of Lake
Michigan covering Manitowoc and
Sheboygan Wisconsin.

Cash flowing AM in small town just
outside Madison, WI. 6% times trailing
cash flow.

Call Don Roberts
813-966-3411

Kepper,
Tupper &
Fugatt

MIDWEST
COLLEGE TOWN
AM/FM COMBO

300 Xnightsbridge Parkway, Suite 360
Lincolnshire, 1llinois 60069
Phone: 708 / 634-9258

BROADCASTING’S
CLASSIFIED RATES

All orders to place classified ads & all corre-
spondence pertaining 10 this section should
be sent to: BROADCASTING, Classified De-
partment, 1705 DeSales St., N.W., Washing-
ton, DC 20036. 202-659-2340 (Information
only)

| Payable In advance. Check, money order or

credit card (Visa or Mastercard). Full and cor-
rect payment must accompany all orders. All
orders must be in writing by either letter or Fax
202-283-3278. It payment is made by credit
card, indicate card number, expiration date
and daytime phone number.

Deadiine is Monday at noon Eastern Time for
the following Monday's issue. Earlier dead-
lines apply for issues published during a week
containing a legal holiday. A special notice
announcing the earlier deadline will be pub-
lished above this ratecard. Orders, changes,
and/ior cancellations must be submitted in
writing. NO  TELEPHONE  ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL
BE ACCEPTED.

When placing an ad. indicate the EXACT cat-
egory desired: Television, Radio, Cable or Al-
lied Fields; Help Wanted or Situations Wanted:
Management, Sales, News, etc. If this informa-
tion is omitted, we will determine the appropri-
ate category according to the copy. NO make
goods will be run if all information is not in-
cluded. No personal ads.

Rates: Classified listings (non-display). Per
issue: Help Wanted: $1.50 per word, $30
weekly minimum Situations Wanted: 75¢ per
word, $15 weekly minimum. All other classifi-
cations: $1.50 per word, $30 weekly minimum.
Rates: Classified display (minimum 1 inch,
upward in half inch increments). Per issue:
Help Wanted: $130 per inch. Situations Want-
ed: $65 per inch. All other classifications:
$130 per inch. For Sale Stations, Wanted To
Buy Stations. Public Notice & Business Op-
portunities advertising require display space.
Agency commission only on display space.
Frequency rates available.

Biind Box Service: (In addition 10 basic ad-
vertising costs) Situations wanted: No charge.
All other classifications: $15 per ad per issue.
The charge for the blind box service applies to
advertisers running listings and display ads.
Each advertisement must have a separate box
number. BROADCASTING will not forward
tapes. transcripts, portfclios, writing samples,
or other oversized materials: such materials
are returneéd to sender. Do not use folders,
binders or the like.

Replies to ads with Blind Box numbers
should be addressed t0: Box {letter & num-
ber), ¢/o BROADCASTING, 1705 DeSales
St., NW, Washington, DC 20036. Please do
not send tapes.

Word count: Count each abbreviation, ini-
tial, single figure or group of figures or letiers
as one word each. Symbols such as 35mm,
COD, PD.etc., count as one word each. A
phone number with area code and the zip
code count as one word each.

The publisher is not responsible for errors in
printing due to illegible copy—all copy must
be clearly typed or printed. Any and all er-
rors must be reported tc the Classified Ad-
vertising Department within 7 days of publi-
cation date. No credits or make goods will
be made on errors which do not materially
affect the advertisement.

Publisher reserves the right to alter classi-
fied copy to contorm with the provisions of
Title VIl of the Civil Rights Act of 1964, as
amended. Publisher reserves the right to ab-
breviate, alter, or reject any copy.
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FATES & FORTUNEN

Robert McGee, VP, planning, ABC-TV,
named VP, financial planning, ABC Tele-
vision Network Group, New York, suc-
ceeding William N. Temple (‘‘Fates and
Fortunes,”’ Oct. 14).

F. Patrick Duffy, general sales manager,
KABC(AM) Los Angeles, joins KRTH(FM)
Los Angeles as VP-GM.

Larry Wexler, executive VP and GM,
wKSZ(FM) Media, Pa. (Philadelphia),
named president.

Ray Barnett, former VP-GM, KCBS(AM)
San Francisco, joins KSSK-AM-FM Honolulu
as GM.

Karen Lee Rice, programing and creative
services manager, KOIN-Tv Portland, Ore.,
named GM.

Patricia Genson, from Medical Value Plan,
Toledo, Ohio, joins WTOL-TV there as busi-
ness manager.

Johanna Antes, membership director and
systems analyst, WCNY.-TV Syracuse,
N.Y., joins noncommercial WEDU(TV)
Tampa, Fla., as membership manager.

Gene Davis, air personality, Interstate Ra-
dio Network, Chicago, named operations
manager.

SALES AND MARKETING

Angelica Bengolea, former account execu-
tive, Katz Hispanic Radio, joins ABC Ra-
dio Networks, New York, in same capaci-
ty.

Val Carolin, office manager, CBS Radio
Representatives, Chicago, named Central
regional manager. Janet Fischer, former
manager, entertainment programing, ABC
Radio Networks, joins CBS Radio Pro-
grams, New York, as manager, affiliate
sales.

Lyn Familant, director of market develop-
ment, CBS-TV, joins CNBC, Fort Lee,
N.J., as VP, marketing.

Daniel McTigue, national sales manager,
WFYR-FM Chicago, joins Cable Networks
Inc. there as account executive.

Allan Kass, account executive, KTLA(TV)
Los Angeles, named director of sports
marketing. Frank Piantini, director, on-air
promotion, SportsChannel America, joins
KTLA as assistant director, advertising and

MIPCOM MAN

Group, was named man of the year at the MIP-

COM marketplace held in Cannes,
week (see stories, page 53). The award, the thind one
given, was presented by Xavier Roy, president of Mi-
DEM, which organized the MlPCt'J\.-T exhibit
speech accepting the award, Berlusconi criticized goy-
emment regulations, particularly those of the French,
which he said continue to inhibit the expansion of me.
dia. Among its variety of media outlets, Fininvest owns
three Italian TV networks, is a partner in networks in
Germany, Spain and France, and had revenue last year of more than $8

s ilvio Berlusconi, chairman of Italv's Fininwvest

France, lasi

In his

billion, making it Italy’s third largest privately held corporation.

promotion.

Appointments at WIVF(TV) Nashville: Me-
lissa West, program research assistant,
WAGA-TV Atlanta, and Angela Beasley, ac-
count executive, Profiles magazine, Nash-
ville, named marketing consultants. Judi
Barnes, marketing consultant, named retail
team leader.

Leo  Barrieau, account executive,
WTXX(TV) Waterbury, Conn., and Patrick
Paolini Jr., account executive, wBRE-TV
Wilkes-Barre, Pa., join wvIT(Tv) New
Britain, Conn. (Hartford), also as account
executives.

Kelly Bailey, from Ad Pro Inc., joins
wGBS-TV Philadelphia as account execu-
tive.

Mark Driscoll, GM, wpTT-TV Pittsburgh,
joins Pittsburgh Pirates baseball team there
as advertising sales director.

Patricia Burke, account executive,
wkBD(TV) Detroit, joins Discovery Net-
work there as account executive, advertis-
ing sales.

Brian Thompson, account executive, KTTU-
TV Tucson, Ariz., joins KGUN(TV) there in
same capacity.

Kevin Moran, manager, pricing and plan-
ning, NBC-TV, joins Lifetime Television,
Astoria, N.Y., as manager, pricing and
planning, sales.

Jim Goodland, local sales manager,
WVUE(TV) New Orleans, named VP, mar-
keting. Dan Wanke, account executive,
WVUE, named local sales manager.

Eric R. Thornton, account executive,
wVvIT(TV) New Britain, Conn. (Hartford-
New Haven), joins MMT Sales, New
York, in same capacity.

Dan Cohen, director,
Showtime Networks Inc.,
named VP, film acquisitions.

film acquisitions,
New York,

James D’Antoni, se-
nior VP, D’Antont
Productions Group,
New York, named
head of new Los
Angeles office.

Bob Greenstein, re-
gional sales manag-
er, Reg Grundy
Productions, joins
MGM  Domestic
Television Distri-
bution, Atlanta, as
VP, Southeast division.

Dwight Crawford, tax advisor, Mobil
Corp., Fairfax, Va., joins Discovery Com-
munications Inc., Bethesda, Md., as direc-
tor of financial services.

D*Antoni

Willow Bay, co-host and anchor, Et Cetera
Et Cetera, The Travel Channel, joins NBA
Entertainment, Secaucus, N_.J_, as co-host,
NBA Inside Stuff.

John Rubey, president, PACE Communi-
cations, joins Radio Vision International
Inc., Hollywood, as chief operation offi-
cer.

Lou Gonzalez, Midwest regional manager,
television sales, United Press Internation-
al, joins Grove Television Enterprises,
Chicago, as VP, sales.

Jon Gartenberg, from The Museum of
Modem Art’s Department of Film, joins
Broadway Video Entertainment, New

76 Fates & Fortunes
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York, as archivist.

Cheryl Lindsey, former supervisor, media
and college marketing department, Sony
Music, Nashville, joins Emerald Entertain-
ment Group there as talent coordinator.

Jim Volkman, air personality, wLUP-FM
Chicago, joins KIR(AM) Seattle as morming
show host.

Sean A. O’Boyle, manager, Mid-South re-
gion, Orbis Communications, Chicago,
joins Group W Productions there as ac-
count executive, Midwest region Group W
Productions.

CBS has promoted Steve Warner to VP,
program planning, from VP, special proj-
ects. In new post, Wamer will be involved
in prime time programing as well as previ-
ous areas of responsibility .in overseeing
development of summer and reality pro-
graming.

Joan Gundlach, systems manager, Conti-
nental Cablevision, Morton Grove, Ill.,
joins Arts & Entertainment Network, Chi-
cago, as director, affiliate sales, Central
region.

Carol Sinclair, from Sudbrink Broadcast-
ing, Palm Beach, Fla., joins Showplace
program representative firm, Chicago, as
senior program executive.

NEWS AND PUBLIC AFFAIRS

Ken Rice, reporter, WTAE-Tv Pittsburgh,
adds duties as weekend co-anchor.

Lisa Krysiak, assignment editor, wWsB-TvV
Atlanta, named assignment desk manager.

Josephine  Cheng,
general assignment
reporter, KOMO-TV
Seattle, adds duties
as host, Rainbow
Express.

Brad Goode, morn-
ing anchor and re-
porter,  KTVX(TV)
Salt Lake City, joins
wCCo- TV Minne-
apolis-St. Paul, as
reporter and fill-in

Cheng
anchor.

Scott L. Neuman, reporter and operations
director, WNIU(FM)-WNL(FM) DeKalb, 111,
joins wiLL(aM) Urbana, Ill., as producer
and local host, National Public Radio’s
‘‘Weekend Edition.”

Michael Clark, from WEvVU(TV) Naples,
Fla. (Fort Myers), joins wsyx(Tv) Colum-
bus, Ohio, as 6 p.m. and 11 p.m. weekend
co-anchor.

Jackie Brockington, anchor, WESH(TV)
Daytena Beach, Fla., joins wMFE-FM Or-
lando, Fla., as anchor and ce-host, Eve-
ning Edition.

Matt James, VP and executive producer,

Creative Communications, Providence,
R.1., joins wPDE-Tv Florence, S.C. (Myr-
tle Beach), as news manager.

Richard J. McCollough, from Financial
News Network, joins wLWT(Tv) Cincinnati
as weather anchor.

Patrick Emory, anchor, CNN, joins
KOVR(TV) Stockton, Calif. (Sacramento),
as 5 p.m. and I! p.m. ce-anchor.

Neil Shapiro, recent graduate, Brooklyn
College, New York, joins CNN, Atlanta,
as video journalist.

Ron Merrill, regional sales manager,
BASYS Inc., joins Associated Press
Broadcast Services, Dallas, as regional TV
executive, sales and marketing division,
succeeding Dave Polyard, director of net-
works, Washington.

Jon Slater, from KIRH(TV) Tulsa, Okla.,
joins Koco-Tv Oklahoma City as weekend
meteorologist.

John Harris, executive news director,
WESH(TV) Daytona Beach, Fla. (Orlando),
named news director.

Byron Day, morning anchor and reporter,
WALA-TV Mobile, Ala., joins WHBQ-TV
Memphis as 6 p.m. and 10 p.m. ancheor.

Appointments at WTvT(Tv) Tampa, Fla.:
Cynthia Lynn, managing editor, wPBF(TV)
Palm Beach, Fla., named weekend pro-
ducer and segment producer; David Goni-
gan, 6 p.m. and 11 p.m. weekend produc-
er, named 11 p.m. producer, Spencer
Briggs, 11 p.m. producer, named morning
producer; Dan Earp, photographer, named
weekend assignments editor; Amy Troxler,
weekend assignments editor, named 5
p.m. and 11 p.m. associate producer, and
Patricia DiCarlo, interim moming produc-
er, named 11 p.m. segment producer.

Laura Carlson, reporter, kJzz(FM) Phoenix,
named news director.

Sal Quijada, from KvOA-Tv Tucson, Ariz.,
Jjoins KGUN(TV) there as reporter.

Ron Brouillette, former GM, Welling In-
ternational, joins Associated Press, East
Brunswick, N.J., as director of operations,
communications department. Linda K.
Sachs, corporate benefits manager, Colum-
bia Pictures Entertainment, New York,
joins AP, New York, as director of em-
ployee benefits.

Phil Hayes, bureau chief, £DJ syndicated
show, New York, joins wkow-Tv Madi-
son, Wis., as news director.

Gary Labecki, assistant national broadcast
executive, Associated Press Broadcast Ser-
vices, Washington, joins ZapNews, Fair-
fax, Va., as client service manager.

Jonathan Shelley, journalism instructor,
National High School Institute, Northwest-
ern University, Evanston, Ill., joins wBSG-
TV Brunswick, Ga., as assignment editor.

Cami Rapson, morning anchor and report-
er, KPVKTV) Pocatello, Idaho, joins
KIMT(TV) Masen City, lowa, as 6 p.m. and

10 p.m. anchor.

Angela Linsey, anchor, reporter and phe-
tographer, komu-Tv Columbia, Mo., joins
wsSAZ-Tv Huntington, W. Va., as general
assignment reporter.

Appointments at Flerida Public Televi-
sion, Tallahassee, Fla.: Roger Sockman,
reporter, WMBB(TV) Panama City, Fla.,
named producer and reporter, and Wendy
Manley, administrative assistant, named
videographer; Darwin Gamble, producer
and reporter, named senior producer.

PROMOTION AND PR

Leslie A. King, director, Olympic publici-
ty, CBS Sports, joins Turmer Broadcast-
ing, Atlanta, as director of public rela-
tions, Goodwill Games.

Deborah Tennison,
senior public rela-

tions executive,
Casey & Sayre
Inc., Malibu,

Calif., joins Inter-
national Cablecast-
ing  Technologies
Inc., Los Angeles,
as VP, corporate
communications.

Paul G. Berra, for-
mer cable commu-
nications manager, City of St. Louis, joins
Continental Cablevision there as director
of government and community relations.

Stacey Seidl, senior media specialist, com-
munications department, The Discovery
Channel, Bethesda, Md., named manager
of consumer publicity. Susan Burleigh, se-
nior manager, communications depart-
ment, Discovery, named director of con-
sumer publicity.

Tennison

Peter Sereda, former creative director,
Spectrum Video, joins WUAB(TV) Lorain,
Ohio (Cleveland), as art director.

Susanne Hunt, promotion coordinator,
Florida Public Television, Tallahassee,
Fla., named communications coordinator.

Ray Gilmer, former executive producer,
KSDK(TV) St. Louis, joins Dorf & Stanton/
Midwest public relations firm, there as di-
rector of media relations.

Appointments at MW Wi/Strategic Commu-
nications Inc., River Edge, N.J.: William
P. Murray, sechior account executive,
named VP, Andre Christie, from G.P.
Winter As$ociates, named comptroller;
Terence Reilly, associate account execu-
tive, named account executive, and Ira
Gottlieb, account coordinator, named asso-
ciate account executive,

Lisa Corcoran, supervisor and MaclIntosh
operator, Nobart Inc., joins Keller-Cres-
cent Co., Evansville, Ind., as computer
graphics director.
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TECHNOLOGY

Richard Mande-
berg, VP-GM, Edi-
tel, Chicago,

named president.

Jeffrey Maul, co-
founder and VP,
engineering, Digi-
tal Support Systems
Inc., New York,
joins Advanced
TechCom Inc.,
Lawrence, Mass.,
as VP, systems en-

Mandeberg

gineering and service.

Donald Buck, senior VP, Video Services
Corp., Northvale, N.J., named president,
co-owned Atlantic Satellite Communica-
tions Inc. Leonard Schwartz, VP-GM,
Video Dub Inc., Northvale, named group
VP for co-owned Video Services Corp.

Dianne Falciola, senior account executive,
Audio Plus Video Intemational Inc./Inter-
national Post, Northvale, N.J., named
manager, international sales.

J. David Wilson, formerly with Florida
Video Systems, Miami, joins Century [II,
Orlando, Fla., as chief engineer.

Allan R. Lamberti, regional manager, Dig-
ital Microwave Corp., joins Microwave
Networks Inc., Houston, as VP, North
American sales.

Joe Ryan, Western zone manager, BASF
Corp., Bedford, Mass., named national
sales manager.

Carl Twentier, news director, WCMH-TV
Columbus, Ohio, joins NewsMaker Sys-
tems, Moorpark, Calif., as VP, marketing
and sales.

Keith Blake, studio manager and staff engi-
neer, Entourage Studios, Los Angeles,
joins Bakery Recording Studio there in
same capacity.

ALLIED FIELDS

New members appointed at Wiley, Rein &
Fielding law firm, Washington: John I.
Davis and Donna Coleman Gregg, from
Dow, Lohnes & Albertson law firm, con-
tinue cable TV practice, and Michael A.
Lewis, engineering adviser to chief, Private
Radio Bureau, Federal Communications
Commission, named technology and engi-
neering consultant.

New officers at Washington State Associa-
tion of Broadcasters, Seattle: Steve West,
from KXRX(FM) Seattle, president; Lucy
Rice, from KAQQ(AM)-KISC(FM) Spokane,
Wash., VP; Val Limburg, Washington
State University, Pullman, Wash., secre-
tary/treasurer.

Elissa Dorfsman, president, Elissa Dorfs-

man Inc., Philadelphia, adds duties as ex-
ecutive director, The Philadelphia Radio
Organization.

Larry King, host, CNN’s Larry King Live,
Washingten, selected as recipient of 1991
Graham McNamee Award by American
Sportscasters Association,

Gary Hanson, news director, WKBN-TV
Youngstown, Ohio, named chairman-
elect, Radio-Television News Directors
Associaton.

New board of director officers appointed at
Alaska Public Radio Network: Rich
McClear, from KCAW(FM) Sitka, Alaska,
chairman; Will Peterson, from KBBI(AM)
Homer, Alaska, vice-chairman; Roy Huhn-
dorf, from Cook Inlet Region Inc., treasur-
er, and Kellie Law, from KMxT(FM) Kodi-
ak, Alaska, secretary.

DEATHS

Tennessee Ernie Ford, 72, singer and enter-
tainer, died Oct. 17 of liver disease in
Reston, Va. Ford was in Washington at-
tending White House dinner in September
and became ill before boarding flight home
to San Francisco. He had been hospitalized
since Sept. 28. Ford had worked at radio
stations in Tennessee, California and
Georgia before embarking on his career as
country music and gospel recording artist
whose most popular recording was Sixreen
Tons. He performed on CBS and ABC
radio networks between 1950 and 1954
before launching his TV career. Ford host-
ed TV musical variety shows including
NBC's Kay Kyser's Kollege of Musical
Knowledge in 1954; The Ford Show Star-
ring Tennessee Ernie Ford from 1956 to
1961, and ABC’s daytime variety pro-
gram, The Tennessee Ernie Ford Show
from 1962 te 1965. Ford had guest appear-
ances on many shows, including The Col-
gate Variety Hour, The Chevy Show, [
Love Lucy and, more recently, Hee Haw
and Barbara Mandrell & the Mandrell Sis-
ters. In 1990 popular artists commemorat-
ed Ford’s 50 years in show business in an
hour-long cable TV special. He is survived
by his wife, Beverly, and two sons, Jeffrey
and Brion.

Ford

Redd Foxx, 68, veteran TV comedian, died
Oct. 11 of heart attack in Los Angeles. He
was stricken while rehearsing for new CBS

TV series, The Royal Family. Foxx was
best known as junk dealer Fred Sanford on
NBC’s Sanford and Son from 1972 to
1977. In 1977 he starred in ABC’s shornt-
lived Redd Foxx comedy variety show and
in early 1980’s retumed to NBC in The
Redd Foxx Show. Foxx's guest appear-
ances included Today, The Tonight Show,
The Addams Family, Mr. Ed, Green Acres
and The Lucy Show.

Neil R, Baird Sr., 67, owner and operator,
KcHs(aM) Truth or Consequences, N.M.,
died Oct. 8 there. In 1950’s he worked at
KxoLaM) Fort Worth and had owned KCHs
since 1963. Survivors include his wife,
Myma; five daughters, Kathryn, Mary,
Marka, Susan and Frances; two sons, Nei!
Jr., and Joseph.

Jacqueline Rowles Chirico, 46, West Coast
manager of program schedules, NBC-TV,
died of cancer Oct. 7 in Youngstown,
Ohio. Chirico joined finance department of
NBC, Burbank, Calif., in 1964 as junior
secretary in offices of Grant Tinker, then
West Coast programing chief. Succeeding
posts for Chirico included executive secre-
tary to Hank Rieger, then VP, West Coast
press and publicity, and manager, program
administration. She had held her most re-
cent position since 1984. Chirico is sur-
vived by her husband, Claude; stepdaugh-
ter, Lisa, and her parents.

John W. Kelly, 28, TV cameraman,
wPTV(TV) West Palm Beach, Fla., died in
surgery Oct. 7 there. Kelly was putting
camera equipment back in truck after
shooting footage of traffic accident when
he was struck by a motorist. Before joining
wPTV in 1986, he worked at wwLP(TV)
Springfield, Mass., and freelanced for
HBO. He is survived by his daughter,
Shannon; his parents, two sisters and three
brothers.

Harry L. Francis, 62, died Oct. 10 in
Woodstock, Vt., of multiple myeloma.
Francis was program director at KCMO(TV)
Kansas City, Mo. (now KCTv(Tv)), and
later appointed VP, operations, Meredith
Broadcasting Group, New York. Surviv-
ing him are two daughters, Alexandra and
Elizabeth.

Evans Nord, 74, retired GM, KELO-TV
Sioux Falls, S.D., died of heart attack Oct.
5 there. Beginning career as radio broad-
caster, Nord retired from KELO-TV in 1988.
He is survived by his wife; five children;
two sisters, and nine grandchildren.

Regis Toomey, 93, actor, died Oct. 12 in
Woodland Hills, Calif. Toomey's TV
stints included Dante’s Inferno, Burke's
Law and Penticoat Junction. Survivors in-
clude two brothers.

James D. Harbart, 57, broadcaster, died of
pneumonia Oct. 1 in Kansas City, Kan.
Harbart owned KSEK(AM)-KMRI(FM) Pitts-
burg, Kan., from 1974 to 1982, and later
co-founded Wax Works Radio Network.
He sold Wax Works in 1989. Survivors
include his wife, Mimi; two daughters;
seven stepchildren; his mother and sister.
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FIFTH ESTATER

MATT BLANK: THE PAY’S THE THING

mentioned in the same breath with

Home Box Office, its larger com-
petitor in the pay TV market. ‘‘Being
number two makes you look at the world
a little differently, makes you run a little
harder,’’ says Matt Blank, president and
chief operating officer of Showtime Net-
works Inc., himself a veteran of HBO.

What makes it even harder for Show-
time is being number two in a category
that has gone from infancy to maturity
(some would say decline) in only a de-
cade. As a man who has helped pay TV
grow to a $3-billion-a-year industry,
Biank says he is ready to see the busi-
ness through its second, and likely more
difficult, phase.

Blank, who spent 12 years in various
marketing posts at HBO, left the pay TV
stronghold four years ago for Showtime,
the Viacom International entity headed
largely by ex-HBO executives. He left,
he says, for the challenge of being sec-
ond in the market and the opportunity to
do more than marketing. The attraction
to going to a company ‘“‘with a very
disadvantaged market position’” was
what it required of him, Blank contends.
“*‘We have to be more creative. We can’t
just throw $50 million at the problem,”
he says, referring to HBO’s annual mar-
keting budget. *‘l think we’re more in-
novative in our approach to the market-
place because we have to be.”’

Not that Showtime sees itself in a
fierce fight over control of the marker.
‘It’s very difficult to compete with HBO
in their share of the market,”” says
Blank. ‘‘Our goal is to produce and run
this as a nice little business, keep invest-
ing in the product, and at the same time
produce a nice rate of return for Viacom.
All those things are challenges.””

One thing Blank did not have to deal
with when he moved to Showtime was a
cavalcade of unfamiliar faces. Showtime
Chairman Winston ‘“Tony’’ Cox and
Viacom CEO Frank Biondi, both of
whom helped get HBO off the ground,
were there to greet him.

Blank brought to Showtime both a
“‘good strategic mind'’ and keen mar-
keting ability, an ability Showtime need-
ed, says Cox.

To that point, Blank had spent his
entire career in marketing, beginning
with positions at Philip Morris and

F or good or bad, Showtime is often

American Express. But ‘‘at age 25,
says Blank ‘‘it was easier for me to
identify with the entrepreneurial world
of cable than structured, established
businesses,”’ so he moved to HBO.

have at HBO. As executive vice presi-
dent, marketing, his duties extended into
creative services, on-air promotion and
corporate affairs. Since becoming presi-
dent in April, he has spent more time
dealing with affiliate and fiscal matters,
and has worked closely with Cox on net-
work strategy. “Mostly, I'm just trying to
keep my ears and eyes open,”’ he says.
There’s plenty to watch. The in-
creased channel capacity digital com-
pression will provide is the hot topic in
cable, and Showtime is intrigued as well
as optimistic. ‘“We have a tremendous
advantage. We know a lot about market-
ing, and this is going to be an aggressive
marketing environment,”' he says.
Although HBO's plan to turn into a
three-channel service (Showtime fol-
lowed suit soon after with plans for a
two-channel service) has prompted in-
dustry hubbub about multiplexing as a

Blank traveled the

possible savior of pay

country, launching the
new service in cable
systems. ‘“That was a
big deal. We take it for
granted now,’’ he says.
‘““‘But in some states,
the governor actually
christened the earthdish
at the launch party as
the first one in the
state.”’

Another of Blank’s
successes at HBO
(aside from meeting and
marrying his wife, sis-
ter of Turner Broadcast-
ing System Executive
Vice President Terry
McGuirk) was the
launch of its sister ser-
vice, Cinemax, in 1980.
“I wish I hadn't done
such a good job,”’ he
adds. But Blank believes
his biggest achievement
was in helping build

Matthew Charles Blank

President and chief operating
officer, Showtime Networks Inc.,
New York, b. July 10, 1950,
Queens, N.Y.; BS, economics,
Whazrton School of Business,
University of Pennsylvania,
Philadelphia, 1972; MBA,
Baruch College, New York, 1976;
marketing trainee, Philip
Morris, New York, 1972-75;
product manager, American
Express, New York, 1975-76;
marketing manager, Home Box
Office, New York, 1976-78;
asgistant director of marketing,
1978-79; director of creative
services and communications,
1979-80; VP, Cinemax marketing
and multipay, 1980-83; senior
VP, consumer marketing, 1983-
88; executive VP, marketing,
Showtime Networks Inc., 1988-
91; present position since April
1991; m. Susan McGuirk, May 8,
1982; children—Meredith, 6;

Gordon, 3.

TV, Blank stresses it
may help the category,
but it may also canni-
balize Showtime, since
about 70% of its sub-
scribers have HBO as
well. “*Far more radical
change [than multiplex-
ing] has to occur to help
pay TV, he says, but
that will occur mostly
in marketing, pricing
and packaging. Funda-
mentally, he says,
Showtime will remain a
monthly, theatrical-
driven service.
Although HBO gets
credit for taking the
lead in the category,
Blank contends Show-
time is in a better posi-
tion to bring change to
the premium TV mar-
ketplace. “‘When you
have as large a share of

HBO's marketing organization.

As senior vice president, consumer
marketing, for much of the 1980’s,
Blank was responsible for building “‘the
aggressive, big-spending and capable
HBO marketing machine,”” a machine
he now confronts daily as a competitor.

By moving to Showtime, Blank saw
his fortunes rise faster than they might

the market as HBO does,”’ he says, ‘I
don’t think you're as quick to look at
change and opportunity...In our case,
we're not happy with the current market-
place structure.”’ Showtime is excited
by all the pending changes, says Blank.
““We like to think Showtime is out front
in saying that and trying to make those
changes happen.” L
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Full slate awaits FCC af Thursday’s open
moeting (Oct. 24). Commissioners will
consider changing telco-cable cross-
ownership rules, reconsider fin-syn,
consider policy proposals for HDTV im-
plementation, establish personal com-
munication services (PCN's) and adopt
rules concerning broadcast hoaxes (such
as KROQ[FM] Los Angeles’s ‘‘murder
confession’’).

As anticipated, Fries Entertainment, an
independent Hollywood producer of
telefilms, mini-series and motion pic-
tures, filed for Chapter 11 bankruptcy
protection Jate last week in Los Angeles.
Company statement said that Fries
would seck protection for reorganiza-
tion, which could involve sale or merger
with another entity. Financial picture for
company took downturn earlier this
month when it missed $932,000 interest
payment on its 7%2% subordinated de-

bentures. Principal repayment to lender
Credit Lyonnais Bank Nederland trig-
gered cross-default in which entire
$29.5-million balance was made due.
Fries made prior filing to Securities and
Exchange Commission last month, stat-
ing that if it failed to restructure its debt
payments, bankruptcy protection would
be last resort.

Assodated Press board of directors hes
approved 3% rate increase, effective Jan.
19, 1992, for all members, including
5,800 radio and TV outlets.

Time Wamer spokesman dedined to com-
ment on rumors reported in The Wall
Street Journal last Thursday suggesting
company would buy-in publidy held
shoros of 82%-owned subsidiary ATC, in
exchange for newly issued Time Warner
securities. Reason for such move, said
County NatWest securities analyst John

RTNDA, SBE TO MERGE EQUIPMENT EXHIBITIONS

eginning in September 1993 at the Miami Convention Center, the Radio-

Television News Directors Association and Society of Broadcast Engi-

- neers will hold ‘‘concurrent but entirely separate conferences,’” while merging
their exhibitions, said RTNDA President David Bartlett.

Both associations said they expect to gain considerable savings on exhibit

hall expenses and to increase the number of exhibitors, in Bartlett’s words,

““beyond the sum of the parts.”’

In a joint statement, Bartlett and SBE President Richard Farquhar described
the reasons for merging exhibits as ‘‘obvious. The newsroom and the engi-
neering department have a lot in common, and by bringing the exhibits into
one hall, everybody—news directors, engineers and exhibitors—will bene-
fit.”” Despite that common ground, the two organizations will maintain
separate registration, agendas and hotels for the two conventions.

‘*Many believe there are too many shows all around,”” said SBE spokesman
Jerry Whitaker. *‘Each of us could have gone ahead with separate shows into
the future, but the merger will benefit both organizations, the exhibitors and
attendees,”” he added. Farquhar said SBE had discussed merging exhibitions
with other organizations, which he declined to identify.

SBE was able to change its tentative plans for 1993, when it will join
RTNDA, which was already booked for Miami, and for Los Angeles in 1994,
where the two will also hold separate conferences and merge exhibits. Consul-
tant Edward Barker, who manages both associations’ exhibits now, will
manage the merged exhibits—‘‘one of the reasons we can do it,” said
Bartlett. RTNDA had discussed an exhibition merger with no other groups, he

said.

RTNDA’s annual international conference and exhibition has been “‘wildly
profitable...our largest profit center,’” he said. This year’s Sept. 25-28 confer-
ence in Denver set a new aitendance record (1,593—up from the previous high
of 1,553 in Nashvilie six years earlier). ‘*If we can do that in this economy,
watch out for us when it improves,”” Bartlett said.

72 HOURS?

BS News in January 1992 will

try to expand on the success of
48 Hours with a new prime time
vehicle based on the series, ac-
cording to a network source. No
length or time slot has been set for
the show, based on a two-hour
special edition of 48 Hours that
aired last month. That special, a
Sept. 11 report on the homeless
titled *“Street Stories,”” earned the
network a 15.4/27. Serving as ex-
ecutive producer on the new series
would be 48 Hours Senior Pro-
ducer Cathy Lasiewicz. A CBS
News spokeswoman declined
comment.

Tinker, is that currently Time Warner
has to pay interest on any money it is
lent by ATC. Tinker suggested two in-
centives for Time Warner to buy-in ATC
shares now; one, that it may be required
by Japanese companies Toshiba and C.
[toh, which are rumored to be consider-
ing making equity investment in Time
Warner. Second, said Tinker, is rebound
in cabie equity values, which could
make further delay costly to Time
Warner. Tinker valued private market
value of ATC’s 19.6 million outstanding
publicly held shares at $62-368 per
share, ATC rose 4% Thursday, to 52V,
while NASDAQ index declined 1%.

At least one advertiser has pulled its spots
from ABC’s 6ood & Evil, which has been
the subject of protest by National Feder-
ation of the Blind. (‘*Closed Circuit,”
Oct. 14). NFB is protesting portrayal of
a clumsy blind character in show. NFB
is claiming that other advertisers have
pulled spots, but that could not be con-
firmed and ABC declined comment. Es-
timated cost of 30-second spot on Good
& Evil is $85,000.

Household rutings (NSI) for recently
launched weekly children’s programing, as
compiled by Petry Television, for week
of Oct. 7-13: Buck O’Hare (Claster),
3.0 rating/12 share (even with lead-in);
GamePro (Samuel Goldwyn) 1.0/4
(even); Little Mermaid (Saban) 2.0/8
(up); Mr. Bogus (Zodiac) 2.8/11 (even),
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Not Just News (Twenticth) 1.5/6
(down); Scratch 1.6/6 (down); Way
Cool {(Group W) 1.0/6 (down); Wide
World of Kids (Goodman) 1.6/7 (down).
Rotings for children’s strips: Beetlejuice
(Warner Bros. for FCN) 3.2/9 (even);
Casper and Friends (Claster) 1.3/7
(even); Darkwing Duck (Buena Vista)
4.0/11 (even); James Bond Jr. (Claster)
2.0/8 (down); Saved by the Bell (Ry-
sher/NBC) 3.2/10 (up) and Widger (Zo-
diac) 1.4/7 (even).

Urging from cable operators to let them
carry just one channel of NB('s pay-per-
view Olympics on systems where they
cannot clear full three channels has
prompted partial response from NBC.
According to PPV Olympics Vice Presi-
dent Marty Lafferty, NBC is sticking to
its goal of clearing three-channel event
in 40 million homes. If and when aim is
achieved, ‘“‘we will be able to find a
solution for the remaining 16 million
U.S. cable subscribers residing in se-
verely channel-constrained cable sys-
tems,”’ he said. Lafferty would not spec-
ify whether solution may include
allowing systems to carry just one chan-
nel. In other PPV Olympics news, about
65% of NBC broadcast affiliates (in-
cluding O&O’s) have signed up for
NBC’s per-inquiry plan, which pays
them for airing PPV Olympics promo-
tional spots.

House and Senute conferees approved
$275 miillion in 1994 funding for Corpora-
tion for Public Broodeasting. Figure,
which is inciuded in authorization bill
for Labor, Health and Human Services
and Education departments, is compro-
mise between House proposal of $253
million and Senate’s $284 million.

FCC renewed, with EEQ sanctions, licenses
of nine radio stations in Alobuma and
Georgia. WQPW(FM) Valdossta, Ga., and
wBHP(AM)  Huntsville, Ala., fined
$15,000 and $9,000, respectively, for
failing to notify altemnative or minority
oriented recruitment sources and for fail-
ing to self-assess their EEO programs.
WVNA-AM-FM Tuscumbia fined $3,000
for incomplete recruitment efforts—
while WAPI-AM-FM Birmingham and
WHBB(AM)-WDXX(FM) Salem, both Ala-
bama, were not fined—but, like other
stations, was renewed subject to report-
ing conditions.

Andrew Corp. and Moscow Metro signed
joint venture to install and oporate wide-
band, fiker-optic network covering metro-
politan Moscow area by March 1992, Or-
land Park, Iil.-based Andrew will own
31%, {(Moscow Metro 69%) of 162-

RADIO’S COVERAGE OF THE THOMAS HEARINGS

R adio networks offered their affiliates gavel-to-gavel coverage of the final
confirmation hearings for Judge Thomas, including the final debates on the
U.S. Senate floor on Tuesday and the final vote (see page 23).

Unistar Radio Networks carried the event live on its special events news
channel. Rich Rieman, vice president of news and sports, Unistar Radio
Networks, said the regular channel broadcast special one-minute updates, at
25 past each hour, and then again during regular newscasts on the hour and
half-hour. Unistar also distributes CNN Radio, which broadcast continuous
updates throughout its newscasts of the proceedings.

CBS Radio Networks carried the proceedings live and made the feed
available to affiliates of both the CBS Radio Network and CBS Spectrum. It
also provided updates at 31 past the hour on the CBS Radio Network.
Anchoring coverage for CBS were Mitchell Krause and Rob Armstrong, with
executive producer, Charlie Kaye.

ABC Radio Networks provided both anchored and unanchored live cover-
age, as well as status reports every hour, beginning one hour prior to the daily
start and one hour after the hearings ended. Jon Bascom and Vic Ratner served
as anchors.

AP Radio News carried full coverage on its Hotline channel and live special
reports on the regular channel.

UPI Radio carried live coverage through the vote, anchored by Pye Cham-
berlayne at the Senate and Bill Small at the White House.

NBC and Mutual Radio offered the affiliates long-form, live anchored
coverage. Peter Maer, White House correspondent, and Bonnie Erbe anchored
the proceedings. The networks provided two special one-minute reports every
hour on their regular channels.

National Public Radio carried live coverage of the hearings in concert with
PBS. Tuesday, NPR carried the Senate floor debates, anchored by Nina
Totenberg.

TVB MOVES MEETING TO PRECEDE NAB

I n an effort to contain costs and boost attendance, the Television Bureau of
Advertising has moved its 1992 annual meeting from March 2-4 to April 10-
12, immediately preceding the National Association of Broadcasters (NAB)
convention. Both meetings will be held at the Las Vegas Convention Center.
According to TVB, the move will allow ‘‘time, travel and registration sav-
ings'’ for members of both associations. TVB will pay the NAB a2 manage-
ment fee and the NAB will coordinate TVB’s entire annual meeting, including
registration and catering. TVB President Jim Joyella said the NAB has *‘an
infrastructure designed to handle this and can accommodate the TVB with a
slight effort.”’

The $495-per-person registration fee for the TVB meeting will include
registration for the NAB meeting at no additional cost. The cost of attending
the NAB meeting alone is roughly $295 per person.

mile network and will serve as general
manager, supply microwave extensions
and manage international sales. Co-ven-
ture, said Yvgeny Duchenko, director
general of Moscow Metro, will ‘‘be-
come carrier’s carrier for cellular tele-
phone operators, satellite gateway carri-
ers, banks, radio and television
broadcasting companies, cable TV com-
panies and private users.”’

District Court for Southern District of New
York donied summary judgment motions
from both sides in Leonard Kahn v. Gener-
al Motors AM stereo patent suit, finding
uncontested facts insufficient to render

decision. Kahn alleges tortuous conduct
on GM’s part and seeks permanent in-
junction halting sale of GM-Delco radi-
os equipped with Motorola-built AM
stereo circuitry, which Kahn says “‘ig-
nores [his] competitive AM stereo
broadcast signals.’’

Comsat Video Enterprises and Tumner Cable
Network signed three-year exiension of
contract making (NN Headline News one of
four free CVE hotel services through 1994.
Agreement, said Paul Beckham, presi-
dent of Turner network sales, ‘enhances
the visibility of CNN Headline News in
[310,000] hotel rooms nationwide. "’
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EDITORIALS

Committed 1o the First Amendment and the Fifth Estate

AS THE NOMINATION TURNS

T he demise of television drama appears highly overrated,

at least if you count the real-life kind played out in the

extraordinary Thomas hearings. Not since Iran-Contra,
and perhaps not since Watergate, has Capitol Hill provided
such riveting television. It was often painful to watch, but it
was also gripping and revelatory; at times moving, at others
crude. And, primarily thanks to the broad cast of television, it
put the issue of sexual harassment in front of the public as has
no event before it.

It was a big event for television as well as for its audience.
CBS, already bleeding from a billion dollar-plus baseball
rights hit, recorded some of the lowest ratings in the history of
diamond playoffs when its coverage came up against the
powerful combination of Biden to Thomas to Hill. In the
process, the hearings helped tumble CBS to third place for the
week after it had won the first three of the season. (The
network maintains its season-to-date lead.)

Television as a whole benefited from the hearing coverage,
with new homes tuning to the medium in droves and some
PBS stations recording their highest ratings ever. Network,
not-a-network Fox also scored an all-time high for Saturday
morning ratings. Although a Fox release trumpeting that news
made no mention of the probable causes for that strong show-
ing, its lineup clearly benefited from the massive defections of
children who, expecting their favorite animated characters,
tuned to the networks to find animated discussions among
serious-looking people in suits.

The networks and local stations once again dropped busi-
ness as usual and forfeited potential millions of dollars in
advertising revenue to cover the hearings, joining such ser-
vices as C-SPAN and CNN, for whom such coverage is
business as usual.

In the ‘*‘the more things stay the same’ department, the
media caught flak from Congress (ever seeking to shift blame)
for breaking the story, even though the information on the
allegations was a leak rather than the product of a pass with the
muck rake. The press was also accused of turning the proceed-
ings into a media circus. We can’t argue that the Fifth Estate
was integral in the ‘‘media’” part of that equation, but it was
the Senate that provided the circus.

DO AS | SAY...

T he U.S. government has a seemingly infinite capacity to

bemuse if not astound us by its logic.

Tumer Broadcasting Service has filed suit against the
Treasury Department for blocking the company’s attempts to
bring its television service to Cuba. The U.S. government
opposes such programing because it feels providing such a
service to Cuba constitutes a violation of the Trading with the
Enemy Act. Turner has been allowed to exchange news with
that country for some time, but the addition of other program-

ing to the mix has been nixed as a spur to tourism that would
aid and abet the enemy.

If we’re not mistaken, however, the U.S. government has
itself, against the advice of many including this page, been
funding its own television programing service to Cuba, a mix
of entertainment programing and news known as TV Marti. If
the argument is that TV Marti is a propaganda tool, we would
counter that Turner Entertainment programing is likely a better
one. We wager more communist Cubans could be won over by
a clear picture of technicolor MGM musical opulence than by
a fuzzy dose of government issue information sandwiched
between reruns.

In any case, we find it difficult to justify the government’s
ongoing attempts to throw roadblocks in TBS’s path while
continuing its own aerial assault from a Fiorida blimp.

NOTES AND COMMENT

¢’d like to comment briefly on several items from the
pages of this week’s magazine.

First, if PBS needed any spur to overhaul its
decision-making process, it was provided by the news that the
John and Mary Markle Foundation, a longtime benefactor that
had balked at campaign coverage plans with PBS out of
frustration over the pace of decisions there, has turned to the
commercial sector, giving its $3.5 million to CNN instead.

Second, we applaud the RAB’s move to cut the admission
price of its managing sales conference, an appropriate tone to
set for a conference whose theme is ‘‘Making the Most of the
Economic Recovery.”’

Third, we noted that at MIPCOM, the programing conclave
in Cannes, Yugoslavia’s warring Serbs and Croats were forced
by necessity—they share the same TV channels—to put civil
war aside, at least through their program-buying representa-
tives, to agree on TV shows to buy for the country. We can’t
help but wonder whether an episode or two of the Ken Burns
epic on this country’s conflict might provide a useful perspec-
tive on the costs of such a struggle.

Drawn for BROADCASTING by Jack Schmidt
*‘You really have to speed up your post-game show.’
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IDENTIFY THESE PEOPLE
AND WE'LL PUT YOU
IN THE PICTURE.
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CUT OUT AND MAIL TODAY

::Jixty important people from the world of
broadcasting will be profiled in Broadcasting’s
60th Anniversary Issue. And they will be [
inaugurated into the first Broadcasting
Magazine Hall of Fame. You could be *here |

OFFICIAL ENTRY FORM

Identify the people pictured and write in their names
below:

for the awards gala in Washington, D.C., if ';' g
you know your broadcasting history. Identify yoursetf

Name: Title:
Pictured here are people from broadcasting’s Agency/Business:
past and present. Identify them and send Address:
us your answers on this official entry form. City _ i State Zip
We’ll draw two winners from the correct Day Phone:

entries. And the winners and their guests
will be whisked away to the Broadcasting
Magazine Hall of Fame gala in Washington, |
D.C. on December 10th.

Send to: 60th Anniversary Contest, Broadcasting Magazine, 630 Third
Avenue, NY, NY 10017 Attn: JM. Winners will be drawn from the pool
of correct entries no later than November 25th and notified by telephone.
The winners and their guests will receive: round-trip transportation to
Washington, D.C., ground transportation (o and from the awards dinner
location. admission to the awards reception and dinner, one night of
hotel accommaodations, one room double occupancy. No substitutions
will be accepted. In the event the winners cannot attend, other winners

This special Anniversary Issue will be poly- villbe chosen “ﬁ;mmw:rwzm Employees of Cahners Publishing
bagged with the regular December 9th issue.
Closing: November 27th. L

BROADCASTING’S 60TH ANNIVERSARY ISSUE.
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